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Rough Proofs 


“Most men look older than they 
are,” says Barbasol. But it’s equally 
distressing to note that so many men 
act so much younger than they are, 
and get away with it. 


7? 3 F 


Eddie Cantor wants to test his 
jokes before an audience prior to re- 
leasing them on the air. It might be 
suggested that he invite a few mem- 
bers of the laundry and dry cleaning 
industry to sit in with the tryout 
group. 

vv¥sey? 

The experts seem to think that 
maybe a food and drug bill will be 
enacted at this session of Congress. 
But if Professor Tugwell jumps into 
the debate, all bets are off. 


. ee 


Next to having right on your side, 
there’s nothing so helpful in a scrap 
as a nice, dependable enemy who can 
be counted on to do the wrong thing 
at the right time. 
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Westinghouse is to feature stream- 
lined refrigerators this year. Evi- 
dently the sales executives in East 
Pittsburgh are determined that 
they’re going to move fast in 1935. 


With 8,000 prizes offered to a 
grateful public, Seminole Paper is 
setting an example that other adver- 
tisers will no doubt be glad to emu- 
late. And if this keeps on, there will 
be so many beneficiaries of advertis- 
ing that the only critics left will be 
Kallet and Schlink. 


iy 


Professor Lloyd D. Herold turns 
up rather frequently in these groups 
of judges of advertising contests 
where millions—count ’em, millions 
—of entries are involved. When he 
-was a little boy his mother must 
have shown him how to find a needle 
in even the fattest, tallest haystack. 
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By the way, it’s strange that no 
one has suggested to President 
Roosevelt that he ask advertisers to 
restrict contestants in their prize 
events to those on relief. If they did, 
the unemployment problem would be 
solved in a hurry. 


a ae. 


Every time you turn around, 
there’s a new group of Sunday news- 
Papers. Is it possible that the pub- 
lishers have just grasped the sig- 
nificance of the immortal line, “In 
union there is strength’? 

vv¥$egy 


Tom Marshall became _perma- 
hently famous by saying that what 
the country needs is a good 5-cent 
cigar, and Mr. Phillips thinks that 
maybe the same result can be accom- 
Plished with a similar remark on the 
subject of soup. 
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Henry Ewald says that Washing- 
ton comes pretty close to being the 
actual capital of these United States. 
This is a very pretty compliment, 
coming from a confirmed Detroiter 
like your Uncle Henry. 
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The lady author of “Skin Deep” 
complains because the ingredients in 
some advertised cosmetics cost only 
a few cents. But there are plenty 
of writers who could take a few 
cents’ worth of paper and ink and 
make a book that even the author of 
“Skin Deep” wouldn’t be ashamed of. 


Copy Cus. 


WALLACE REVEALS 
AN OPEN MIND ON 
SELF-REGULATION 


Suggesi Definite Plan, Ad- 
vertisers Are Urged 


Washington, D. C., Jan. 29.—Any 
reasonable plan for the self-regula- 
tion of advertising which may be 
suggested pursuant to the self-reg- 
ulation clauses in pending food and 
drug legislation will be given the 
sympathetic consideration of the 
Department of Agriculture, Secre- 
tary Henry A. Wallace indicated to 
ADVERTISING AGE today. 

Secretary Wallace declared that 
he had thus far been unable to give 
close study to all of the features 
of the Copeland bill and the other 
bills which have been introduced, 
but said he “understood” that vari- 
ous sections made it possible to 
develop a method of providing self- 
regulation of the advertising of 
foods, drugs and cosmetics. Work- 
able and reasonable suggestions to- 
ward this end will be welcome, he 
implied. 

Neither Secretary Wallace nor 
Undersecretary Tugwell is dis- 
posed to enter the pure-food-and- 
drug-bill arena at the present time 
unless their criticisms or sugges- 
tions are sought by a Congressional 
committee. Undersecretary Tugwell 
favored leaving all legislative pro- 
posals on the subject wholly to the 
discretion of Congress, and made it 
plain that the proper committees 
had the bills in hand and the De- 
partment of Agriculture had no in- 
tention of making suggestions. 


Stay in Background 


The impression is unmistakable 
that for the present the Department 
is anxious not to interfere with the 
proposed bills, two of which are be- 
fore the commerce committee of 
the Senate, with the third pending 
before the House. If additional 
hearings are held and Department 
officials are invited to participate, 
“then we may give our views,” it 
was said. 

For the present, however, Depart- 
ment officials are carefully avoiding 
any public or direct discussion of 
pending legislation of this kind, due 
to severe criticism of the Depart- 
ment’s activities in connection with 
previous bills and much misinter- 
pretation of the purposes of the 
Department in sponsoring legisla- 
tion. 

The present “hands off” attitude 
does not betoken any lack of inter- 
est in the fate of the legislation, 
however; on the contrary, the 
“hands off” policy is being pursued 
deliberately, with the hope that en- 
actment of suitable legislation will 
thus be hastened. 

Some skepticism over the _ pro- 
posals found in the Copeland bill 
relative to self-regulation of adver- 
tising was expressed to ADVERTISING 
AGE by several high officials, who 
insisted, however, that they not be 
quoted. 

It was pointed out that past ex- 
perience has shown that it is “dif- 
ficult to assign such control,” and 
that if the government was given 
control. it might be impossible to 
“loan that control to private agen- 

» (Continued on Page 34, Col. 1) 


A.N.A. Withholds Approval 
Of Food, Drug Legislation 


A. F. A. Research Director 
Makes Detailed Study 
Of Copeland Bill 


New York, Feb. 1.—A _ detailed 
analysis of the new Copeland bill 
(S. 5), showing how the ten major 
points complained of by advertisers 
in the original Tugwell bill have 
been taken care of, and a further 
analysis of several sections of the 
new Copeland bill which have drawn 
fire in certain quarters, has just been 
released by Edgar Kobak, chairman 
of the board of the Advertising Fed- 
eration of America. 

The Federation’s board of directors 
has announced that further analysis 
is under way, with the specific objec- 
tive of determining revisions which 
it will recommend to Senator Cope- 
land, who has already promised his 
cooperation. 

The analyses are the work of Al- 
fred T. Falk, director of the A. F. 
A.’s bureau of research and educa- 
tion. Similar analyses of the Mc- 
Carran bill and the Mead bill, other 
proposed measures for rewriting fed- 
eral food and drug legislation which 
are now pending before Congress, 
are in course of preparation and will 
be released shortly. 

“In studying the latest Copeland 
bill for revising the old food and 
drugs act,” Mr. Falk’s analysis says, 
“it is interesting to note first the 
objections which were made to the 
original Tugwell bill, S. 1944, and to 
see how these are met in the new 
bill. The chief complaints about the 
Tugwell bill were as follows: 

“1. Definition of false advertising 
vague and unfair. 

“2. Compulsory government grad- 
ing. 

“3. ‘Voluntary inspection service’ 
for factories at manufacturer’s ex- 
pense, creating untold bureaucratic 
evils. 

“4. Secretary of Agriculture au- 


BREAK FOR YOUTH 


REGULAR 
$1.10 FACE POWDER 


THIS IS THE 
COTY SALUTE 
TO YOUTH! 


Five-column Coty newspaper copy 
announcing a special low price. 
(Story on Page 31) 


thorized to make numerous regula- 
tions at his own discretion. 

“5. Disclosure of secret formulas 
and recipes. 

“6. Self-medication discouraged by 
barring a long list of diseases from 
mention in advertising copy, with 
Secretary empowered to add others. 

“7. Palliatives required to carry 
words, ‘Not a Cure’ in equal size and 
prominence with name of drug. 

“8. Throughout the bill were 
clauses giving the Secretary huge 
discretionary power to make deci- 
sions and issue orders. 

“9. No court review provided. 

“10. Advertising mediums 
agencies not fully protected. 


The New Bill 

“The status of the new bill with 
respect to the above ten points is as 
follows: 

“1, False Advertising: The defini- 
tion of false advertising has been 
greatly simplified and liberalized. It 

(Continued on Page 30, Col. 2) 


and 


Last Minute News Flashes 


Aveyard Becomes Partner in Frey Agency 
Chicago, Feb. 1—A. E. Aveyard, until recently executive vice-president 
of Lord & Thomas, has become a partner in the Charles Daniel Frey Com- 
pany and will serve as executive vice-president in charge of planning and 


creative production. 


On March 1 the name of the 25-year old agency will be changed to Frey 


and Aveyard. 


27.99 
Standard Brands Takes Over “One Man’s Family 

San Francisco, Cal., Feb. 1—Penn Tobacco Company, which has been 

sponsoring “One Man’s Family” on the air for nine weeks, cancelled its con- 


tract this week. 


The feature has been taken over by Standard Brands, Inc., which will 
put it on a national NBC network. J. Walter Thompson Company is the 


agency. 


Barton to Join O’Mara and Ormsbee 


Chicago, Feb. 1.—L. M. Barton has resigned as managing director of 
Major Market Newspapers, Inc., to become vice-president and a stockholder 
of O’Mara and Ormsbee, publishers’ representatives. His headquarters will 
be in New York. He will remain at his present post until about March 15. 

Mr. Barton has been managing director of the newspaper group since 
its inception, having been largely responsible for the organization of the 


100,000 Group of American Cities, its predecessor. 


He was advertising 


director of the Chicago Daily News from 1924 to 1930, and before that was 


connected with the Brotherton agency in Detroit. 


Favors Broadening of Exist- 
ing Act But Calls for 
Careful Study 


New York, Feb. 1.—The executive 
committee of the Association of Na- 
tional Advertisers, following its re- 
cent meeting here, has announced 
that it does not approve in toto, as 
presently framed, any of the several 
congressional measures now pending 
which call for a revision of the fed- 
eral pure food and drugs laws as 
they affect advertising. 

“The A, N. A. executive commit- 
tee,” the headquarters’ release 
states, “recommended that advertis- 
ers and others interested in adver- 
tising give careful study to all such 
measures and expressed the opinion 
that public hearings should be held 
on all bills introduced, so that full 
opportunity might be given to all 
affected persons for an exposition of 
their views. The announcement em- 
phasized that the A. N. A. had not 
been a party to any statement of 
any other advertising organization 
in support of the Copeland Dill. 

“It was pointed out that the real 
distinction between the various bills 
introduced lay in their philosophies. 
The A. N. A. favors the broadening 
of the existing act in relation to 
false advertising, misbranding or 
adulteration, so that the law will 
cover, effectively, all possible acts 
which would be dangerous to the 
public health, or inimical to the 
public interest. 


Wants Offenses Stated 


“It contends, however, that in the 
interest of simple justice, offenses 
should be stated in the law and not 
in regulations promulgated by its 
administrators and, similarly, that 
violations should be handled with 
full opportunity for.the accused to 
defend himself before an impartial 
tribunal. The A. N. A. does not be- 
lieve that administrative officers, on 
the basis of their own opinion that 
violations have been committed, 
should be empowered to institute ar- 
bitrary and hasty action, such as 
seizures and criminal prosecutions. 

“It has long been the policy of the 
A. N. A. to interest itself in all leg- 
islation affecting advertising. A 
special committee, in the regular 
course of its duties, has examined, 
and is continuing to examine, all 
bills of that character introduced at 
this session of Congress. 

“The A. N. A. counts among its 
members most of the manufac- 
turing companies of the United 
States which purchase advertising in 
substantial volume.” 


Directory of Features 
Editorials 
Getting Personal 
Information for Advertisers.27 


Photographic Review of the 
Week 


Rough Proofs ............. 1 
Voice of the Advertiser... .10 
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ADVERTISING AGE 


February 2, 1935 


Bristol to Lend 
Support to Mead 
Bill, He Reveals 


New York, Jan. 31.—In an appeal 
to the drug industry and advertising 
fraternity to support legislation to 
improve the federal pure food and 
drugs act, Lee H. Bristol, vice-pres- 
ident of the Bristol-Myers Company, 
yesterday issued a statement en- 
dorsing the Mead bill and urging its 
Passage in the present session of 
Congress. 

“I am making this statement after 
an examination of the three bills now 
pending to determine their possible 
effect upon industry and the public,” 
said Mr. Bristol. 


Gives Advantages 


“It must be recognized that under 
the existing federal food and drugs 
act the enforcement officers have 
done quite a thorough job of policing 
the industries involved and protect- 
ing the public. The old act; how- 
ever, needs to be refurbished — to 
quote President Roosevelt, it needs 
‘more teeth.’ Control over cosmetics 
and advertising is a major corrective 
point to be desired. At the same 


time, there must be no _ loopholes 
through which the racketeer can 
escape. 

“The chief advantage of the Mead 
bill over other pending legislation, 
which I believe is apparent in any 
fair-minded analysis, is that by 
amending and revising the present 
food and drugs law it covers care- 
fully every point on which the pub- 
lic needs protection, but does not 
lose the protection to the public af- 
forded by the body of existing court 
decisions that have been rendered 
in connection with the present law. 
Also, the Mead bill is specific and 
definite. It does not give the enforce- 
ment officer power to make regula- 
tions as he sees fit and to keep in- 
dustry in a constant turmoil. Honest 
men want definite laws to protect 
their own and the public interest. 

“Senator Copeland’s new bill rep- 
resents sincere and thoughtful work 
in improvement of the original Tug- 
well bill which placed the industry 
affected under bureaucratic control. 
A careful reading of the Copeland 
bill, however, discloses the fact that 
it retains some of the unfortunate 
and unworkable provisions of the 
original Tugwell bill. 

“I earnestly appeal to drug manu- 
facturers and all advertising inter- 
ests to make a careful study of the 
Mead bill and to support sound pro- 


visions in any food and drug legisla- 
tion that may be passed at this ses- 
sion of Congress.” 


Glaser Moves Offices 


Louis Glaser, Inc., Boston adver- 
tising agency, has moved its offices 
to the Statler Office Bldg. The 
agency’s layout department will con- 
tinue to be located at 230 Boylston 
St., for the time being. 


Name Kasper-Gordon 


Kasper-Gordon Studios, Boston, 
have been appointed New England 
representatives of MacGregor & Sol- 
lie, Inc., San Francisco; Radio Pro- 
ductions, Inc., Los Angeles, and 
Standard Radio Advertising Com- 
pany, Hollywood. All are transcrip- 
tion producers. 


Closes Rep Firm 


Edith R. Doane, who has been 
carrying on the publishers’ repre- 
sentative business of Carman-in-New 
England since the death of Travers 
D. Carman last year, is discontinuing 
the business as of Feb. 1 


Two Join Agate Club 


Frederic B. Cortis, Western man- 
ager for Stuyvesant Publications, and 
Stewart Roberts, Crowell Publishing 
Company, have joined the Agate 
Club, Chicago. 


Your Dealers 


expect it of you 


miner 


000.000 watts 


The most EFFECTIVE. 


most ECONOMICAL 


way to reach the world’s 
largest radio audience 


The 


amperes. 


mercury vapor rectifier tubes shown above, which 
supply the power to the new 500,000-watt WLW trans- 
mitter were especially designed. They are rated at 450 
The cathodes are so large that thirty min- 
utesare required to bring them uptothe proper temper- 


ature. 


A continued stream o; 
air is directed against these tu 
cury at the proper temperature. 100 amperes at 12,000 
volts is required for the plate power of the new WLW 
transmitter, which is the most powerful in the world. 


temperature regula 


s to maintain t — 


THE CROSLEY RADIO CORPORATION 


POWEL CROSLEY, Jr., President 


CINCINNATI 


—_ 


MICKEY MOUSE, 
U.P. TRAIN END 
LIONEL WORRIES 


Booming Sales. Lift Firm’s 
Receivership 


New York, Jan. 31—-The power of 
a novelty item and timely design 
hook-up to run up a manufacturer’s 
sales was well illustrated during the 
past several months by the experi- 
ence of the Lionel Corporation, 
whose sales of a scale model of the 
U. P. streamline train and of its 
first novelty item, the Mickey and 
Minnie Mouse handcar, lifted the 
company out of receivership. 

The Mickey Mouse handcar has 
been slightly changed to make an at- 
tractive Easter bunny novelty, the 
first which the company has ever 
offered. It is expected to fill the off- 
season gap in the spring. 

While press reports during the 
past ten days have given Mickey 
Mouse the credit for pulling the com- 
pany out of its financial difficulties, 
the facts were somewhat different. 
Mickey Mouse handcars were tre- 
mendous sellers, but the impetus 
given sales by the nationally adver- 
tised scale model U. P. train was 
fully as important. 

In discharging the Lionel Corpora- 
tion from receivership, Federal Judge 
Guy L. Fake in the United States 
District Court at Newark commented 
that this was “probably the most 
successful receivership in the history 
of the New Jersey courts.” The re- 
ceivers, Worcester Bouck and Man- 
del Frankel, paid claims of $296,197 
and turned back to the company as- 
sets of $1,900,000. 


Scale Model a Sensation 


The company went into receiver- 
ship in May, 1934, through no fault 
of its own, it is alleged. But it did 
not “bog down.” It used imagina- 
tion and put out the scale model, 
which was the feature of Lionel na- 
tional advertising during the holiday 
season. Improvements were made in 
other toy trains. 

The sensational run of the U. P. 
train across the continent last fall, 
executives are free in admitting, gave 
their campaign tremendous weight, 
combined with the fact that their 
train was the only authentic scale 
model on the market. The model 
was directly responsible for the larg- 
est business ever done in a holiday 
season on the higher priced Lionel 
trains, that is, around $20. 

The streamline train was a sell- 
out, and because demand for it ex- 
ceeded all expectations, other manu- 
facturers of streamline trains en- 
joyed the market blanketing effect 
of Lionel’s expenditure on stream- 
line advertising. The December vol- 
ume was the largest in the manufac- 
turer’s 35 years in business. 

A contract was made with Walt 
Disney for the Mickey handcar last 
August. Adults were amused with 
it, just as were children. Spring 
driven, the playful mice pumped over 
many miles of toy railroad. Retailed 
at about $1, they received only brief 
mention in trade and consumer ad- 
vertising. Over 350,000 were ordered 
and for the first time Lionel, which 
had tried line production previously 
but without success because of in- 


adequate volume on a single item, 
operated profitably on this basis. 


Attacks New Markets 


The same spring motor is used 
for the Easter novelty. On one plat- 
form an Easter bunny pumps while 
on the other sits a basket into which 
the retailer may put a chocolate 
Easter egg or make a nest of small 
candy eggs. It has been introduced 
to the trade by a broadside and al- 
ready has enjoyed a larger initial 
volume of orders than did Mickey 
Mouse. Because of the shortness of 
the Easter season, the re-orders are 
not expected to be as great as those 
on the first Lionel novelty. This, it 
is believed, is the first time an ac- 
tion toy has been offered as an Easter 
item. 

Lionel is opening a new market in 
candy stores and candy departments 
with this introduction of “Peter Rab- 
bit Chickmobile.” Wheels for use on 
floors have been substituted for rail 
wheels on some of the Chickmobiles 
and the amount of expense involved 
in track on the rail model has been 
spent on a package, which has a cor- 
ner compartment that candy stores 
may fill with Easter candies. The 
track models continue to sell in 
hardware stores and toy departments. 

Two cards have been made for 
point of purchase use. These con- 
sist of sections of the colored trade 
broadside mounted on an easel. 

Lionel does not expect to spend 
quite as much on general advertising 
in 1935 as last year. Its expendi- 
ture through the agency is, however, 
slightly greater. Economies are be- 
ing effected, such as the elimination 
of a preliminary catalog which usu- 
ally has preceded the elaborate holi- 
day catalog each year. 


Gunnison to Acorn 


Stanley E. Gunnison, formerly 
president of Stanley E. Gunnison, 
Inc., has joined the Acorn Agency, 
Inc., Rockefeller Center, New York, 
as advertising counsellor and account 
executive. In addition to handling 
other accounts, he will have general 
supervision of the advertising and 
publicity of Nassau, Bahamas. 


Eisfeld to Gumbinner 


E. M. Ejisfeld, who recently re- 
signed as director of the advertisers’ 
service bureau of Apparel Arts and 
Esquire, has joined the Lawrence C. 
Gumbinner Advertising Agency, New 
York. He will be associated with L. 
S. Goldsmith in the advertising of 
Palm Beach suits. 


Name McCann-Erickson 


Effective with the March advertis- 
ing, the New York office of McCann- 
Erickson, Inc., will handle the adver- 
tising for Chance Vought Corpora- 
tion, maker of naval aircraft, a sub- 
sidiary of the United Aircraft Cor- 
poration. The agency also handles 
advertising for other subsidiaries of 
United Aircraft. 


To Make Educator Shoes 


The Curtis Shoe Company, Inc., 
Marlboro, Mass., is now manufactur- 
ing and distributing the Educator 
brand of shoes, in addition to Curtis 
and Middlesex brands. The Edu- 
cator brand has been in existence for 
many years, and was originally a 
line made by Rice & Hutchins Com- 
pany. 


Three Name Martin 


The Martin Advertising Agency of 
New York has been appointed to 
place all newspaper and magazine ad- 
vertising for Superior Textile Mills, 
New York, shirt manufacturers; Tan- 
ners Shoe Company, Boston, and 
Standform Printing Corporation, New 
York. All are direct selling com- 
panies. 


For adequate advertising coverage 
of America’s richest markets, no 


group can equal 


Metropolitan. 


Baltimore eo Times—Chicago 
Tribune — Plain Dealer — 
Detroit fm, York News—Phila- 
delphia yor d — Pittsburgh a _ 
St. Tevbe e-Democrat—W ashington Star 


‘Weekly 


Current Circulation: 
5,600,000 Families 
16,800,000 Readers 
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“This Advertisement Is 
Going to Be Different, 
Graham” 


Here is a list of important radio stations located in 


thirty-five cities. 


In the majority of these cities there are other good 


radio stations. 


There is not a station listed here, however, which is 
not important enough to demand your thorough anal- 
ysis of its position in its market before you buy any 


other station in that market. 


Past experience has proved that when all the facts are 
known these stations are almost invariably on the spot 


broadcasting schedules destined for the greatest success. 


3 

, oso nannies hae NBC 
WFBR...... Baltimore ........... NBC 
WBRC...... Birmingham ......... CBS 
*“WAAB..... DT cna teumennnae CBS 
*WNAC..... rere CBS 
Bridgeport ........... CBS 

ais geal New Haven ........... CBS 
WBEN ..... PA re NBC 
WGAR..... We v2. c cast tane NBC 
WFAA..... pn PPT TET ETT NBC 
PS: b MATORRL Es CBS 
, Be ey ee ee NBC 
WBAP...... ek Pa NBC 
NG Hot Springs .......... NBC 
PC er re NBC 
WFBM...... Indianapolis .......... CBS 
WDAF..... Ne ee ee NBC 
, Los Angeles .......... NBC 
*KECA...... Los Angeles .......... NBC 
WHAS...... ere pee CBS 
WLLH..... BOG. 644.0) 35 ee cs YN 
WIOD...... SN ess See ake NBC 
WTMJ...... Milwaukee ...........NBC 
We Fic wd re NBC 
WSMB..... New Orleans..........NBC 
WTAR...... Norfolk ...... wees NBC 
a Petes |v... has edss NBC 
PS Portland ...... Pees Fe NBC 
WEAN..... Providence ......... . CBS 
eee eT NBC 
Be Salt Lake City ........ CBS 
WOAI...... San Antonio.......... NBC 
*KOMO..... Es eda tated NBC 
MES. os vec ad ee NBC 
RS: Shreveport .......... NBC 
pha MNS soo oh ave enrds NBC 
ee Sounitie 3.825 0N. 202. NBC 
WMaAS.....Springfield.......... CBS 
WDAE...... TOE, 00140 anene cen CBS 
KVOO...... On oe Sieg Bae a NBC 
| SESS eee eee CBS 


THE YANKEE NETWORK 
THE TEXAS QUALITY GROUP 
THE NORTHWEST TRIANGLE 


* Indicates stations located in same city under 


same management. 


Represented throughout the United States by 


EDWARD PETRY & COMPANY 


INCORPORATED 


NEW YORE ° DETROIT 
CHICAGO - SAN FRANCISCO 
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GOODWIN PLACES 
PRINT ORDER ON 
BUYING GUIDES 


New York, Jan. 31.—Following 
several meetings with manufactur- 
ers, A. O. Goodwin, president of the 
Goodwin Corporation, Chicago, an- 
nounced that an order for 3,000,000 
shopping guides has been placed to 
give church members detailed in- 
formation about the products of 48 
large companies participating in the 
plan. 

The Goodwin Plan, first announced 
in March, 1933, provides for the pay- 
ment to church members of two per 
cent of the sales price of designated 
products for which they can show 
evidences of purchase. Little has 
been heard of the plan recently, but 
Mr. Goodwin gave a list of leading 
companies which he said were par- 
ticipating. 

An innovation is the formation of 
a manufacturers’ committee which 
will steer the course of the Goodwin 
Plan. P. H. Barringer, advertising 


and merchandising manager of 
Eberhard Faber Pencil Company, 
Brooklyn, is chairman, and other 
members are as follows: 

Carl Weeks, president, Armand 
Company, Des Moines; F. H. John- 
son, Acme Card System Company, 
Chicago; Herman Appel, Allen-A 
Company, Kenosha, Wis.; P. B. 
Merry, B. V. D. Company, New York; 
F. B. Shields, Barbasol Company, 
Indianapolis; C. H. Lesser, Bost 
Tooth Paste Corporation, New York; 
Harold W. Davie, Boston Food Prod- 
ucts Company, Boston; A. Derby 
Lawrence, Joseph Burnett Company, 
Boston; 


Other Committee Members 


Arnold Berman, Crown Overall 
Manufacturing Company, Cincinnati; 
Herbert Depew, Dictograph Products 
Company, New York; E. J. Jackson, 
Frostilla Company, Elmira; Clayton 
Shoemaker, Scott & Bowne, Bloom- 
field, N. J.; and Charles Kaplan, 
Shirtcraft Company, New York. 

Other companies which will be 
represented in the shopping guide, 
Mr. Goodwin said, are American 
Maize Products Company, New York; 
America’s Own Match Company, New 
York; Champion Spark Plug Com- 
pany, Toledo; Diamond Match Com- 
pany, New York; E. I. du Pont de 
Nemours & Co., Wilmington, Del.; 


Elder Manufacturing Company, St. 
Louis; Flash Chemical Company, 
Cambridge, Mass.; E. Fougera & Co., 
New York; Haley M-O Company, 
Geneva, N. Y.; E. Griffith Hughes, 
Inc., Rochester; Walter Janvier, Inc., 
New York; Jelkwik Food Products 
Corporation, New York; 


Represented in Guide 


Thomas Leeming & Co., New York; 
McKesson & Robbins, Bridgeport; 
Metal Textile Corporation, West 
Orange; Middishade Company, Phil- 
adelphia; Enoch Morgan’s’ Sons, 
New York; Musterole Company, 
Cleveland; Northern Paper Mills, 
Green Bay, Wis.; Olive Tablet Com- 
pany, Columbus, O.; Radbill Oil 
Company, Philadelphia; RCA Manu- 
facturing Company, Camden; Rieser 
Company, New York; Rotospeed 
Company, Dayton; E. W. Rose Com- 
pany, Cleveland; 

Royal Worcester Corset Company, 
Worcester, Mass.; Runkel Brothers, 
Inc., New York; Seiberling Latex 
Products Company, Barberton, O.; 
R. B. Semler, Inc., New York; Soili- 
cide Laboratories, Upper Montclair, 
N. Y.; Stokely Bros. & Co., Indian- 
apolis; Vollrath Company, Sheboy- 
gan, Wis.; Wellington Sears Com- 
pany, New York; Winget Kickernick 
Company, Minneapolis. 


REM MOTHERS REL 


DETROIT PICKED For 
“REL' INTRODUCTION 


First city to get new head cold 
remedy by makers of REM 


REL 18 18 TORE Foam 


Physician 4, pharmacists, 
chemists and pharmacolo 


eeven different experiments 
teste were made in actual colds , 
ere is 
, = 


All druggists have 
REL HeapCo.n 
(JmLY—and it isto 


vel No 


have used be 
REL- 


for head colds 


Introductory newspaper copy for 
Rel, new jelly for colds brought 
out by Rem, which ran in Detroit 
last week. 


The Des Moines Sunday Register covers 
the urban population of all lowa better than 
most newspapers cover their own cities. 


Iowa’s 1,165,692 urbanites live in 204 
cities and towns of more than 1,000 inhabi- 


tants. 


9% of the total families in 


Iowa are Des Moines Sunday 
Register readers. 


The 252,092 circulation of 


The Des Moines Sunday Reg- 
ister is an increase of more 
than 74,000 above the “‘peak year”’ of 1929. 
The Milline rate, $1.98, is the lowest of any 


Iowa newspaper. 


74% of the total urban population in 190 


of these 204 cities and towns is reached by 
The Des Moines Sunday Register 

equivalent to 74% coverage in a city of 
896,114—larger than Buffalo and Albany 


combined.* 


*Sunday 
—77,439. 


Buying 3 out of 4 new cars sold in Iowa 
during 1934, readers of The Des Moines 
Sunday Register are top-third in purchasing 
power in a state which ranks fourth in 


American per capita wealth, 


Register circulation in towns of less than 1,000 and on farms 
(All figures from Sept., 1934, six months A. B. C. 


reports.) 


THE DES MOINES 
REGISTER AND TRIBUNE 


Daily 261,076 A. B.C. Sunday 252,092 


B-S-H Enlarges Staffs 


Dwight Jennings has joined the 
New York offices of Blackett-Sample- 
Hummert, Inc. Several additions 
have been made to the staff of the 
company’s Chicago offices. Additions 
to the copy department include C. 
Auby Roland, George H. Allen, and 
Albert F. Peters. W. R. Denning, 
Jr., has been added to the production 
department. 


Elect Mark Cresap 


Mark W. Cresap was elected presi- 
dent, replacing A. M. Levy, and re- 
elected chairman of the board of 
Hart, Schaffner & Marx, at the direc- 
tors’ annual meeting in New York 
this week. Abraham S. Hart, for- 
merly vice-president and secretary, 
was re-elected as secretary. 


Name Hugh Kelly 
Hugh Patrick Kelly has_ been 
named New England representative 
of the Ottawa River Paper Company, 
Toledo, O.; Sweeney Lithograph 
Company, Inc., New York, and Wil- 
liam W. Fitzhugh, Inc., Brooklyn. 
He will have offices in the Statler 
Office Bldg., Boston. 


Gets Vineyard Account 


Stoddard Sampson Company, Bos- 
ton agency, has been appointed to 
handle the advertising account of 
Granada Vineyards, Inc., Eastern 
division. Outdoor advertising and 


Herbert Carter 
Dies, Following 
Colorful Career 


Boston, Mass., Jan. 30.—Herbert 
Keller Carter, 50, well-known adver- 
tising man, died yesterday at Massa- 
chusetts General Hospital here after 
a brief illness. Mr. Carter, who was 
associated with Rural Progress, New 
York, was in Boston on a business 
trip. 

Mr. Carter started his business ca- 
reer as a salesman with Armour & 
Co., Chicago, and subsequently was 
named sales promotion manager. Lat- 
er he came East to join Manufactur- 
ers’ Record, Baltimore. After a pe- 
riod of wartime service for the gov- 
ernment, he became associated with 
the Curtis Publishing Company, with 
headquarters in New York. 

Later he became vice-president of 
the Redfield agency, leaving that or- 
ganization to join the Thresher Ad- 
vertising Agency as vice-president. 
During the height of the Florida 
boom, Mr. Carter went South as rep- 
resentative of the J. Walter Thomp- 
son Company to handle promotion 
and sales work for a number of real 
estate developments. 

Returning to New York after 18 
months in Florida, Mr. Carter or- 
ganized the Carter Advertising Serv- 
ice, in 1926. This business continued 
until 1932, when his activities were 
combined with those of the Tuthill 
Advertising Agency. Recognized as 
a writer of force, he was credited 
with the success of many national 
advertising campaigns, and had a na- 
tional reputation as an advertising 
sales executive. 

A member of the Advertising Club 
of New York, Mr. Carter was chair- 
man of the club’s educational com- 
mittee, which conducts the advertis- 
ing and selling course of that organ- 
ization. 


Joins Faithorn 


Harold W. Olsen, formerly general 
manager of Publishers Engraving 
Company, has joined the Faithorn 
Corporation, Chicago, in a sales and 
executive capacity. 


Cohen, Goldman Appoints 

Cohen, Goldman & Co., New York, 
have appointed Hirshon-Garfield, 
Inc., New York. Newspaper roto- 
gravure will be used for Knit-tex top- 
coats and Worsted-tex suits. 


To Give Ad Course 
A short course in practical adver- 
tising will be started Feb. 14 by 
Hunter College, New York. It will 


window displays will be used. 


be an evening class. 


Gents:- 


Here's the way it is. 


thumb. 
stop temptin me. 


nate that Mr. Locke became 


-- «the old loft thumb tmitch 


10 year stretch in the stir. 
ever since, educatin myself by readin your rag. 


But it just don't woik. 
assets in your bank ads I get the old twitch in me left 
Either stop sendin me TIME or make them banks 


Memo to Circulation Dept. -- Since TIME leads all general 
magazines in bank advertising it is particularly unfortu- 


Two years ago I finished me 
And I been goin straight 


Every time I see them 


Joe (Velvet Fingers) Locke 


a TIME subscriber. 
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Do You Know 


That Retail Sales in the 
Boston Shopping Zone (2% 
are Greater than the 


COMBINED 
RETAIL SALES 
of TEN STATES? 


It is the Third Greatest Market in 
the United States 


THE BOSTON POST has by far the largest circulation of any daily 
newspaper published in this closely-knit, wealthy area; a 
productive, home delivered circulation, consistently read by more 
families with $3,000 to $10,000 yearly incomes than any other 
Boston newspaper; it has no premium acquired circulation — no 
; compulsory combination of morning and evening editions—no 
duplication of morning and evening readers. 


THE BOSTON POST sells itself to more than a third of a million 
families who prefer it to any other Boston newspaper. 


eae ea OS 


You can build your best sales campaign in the BOSTON MARKET 
through the advertising strength of The Boston Post 


Compare this latest net paid 

circulation of The Boston Post —> 

BOW pa ope 3 4 3 ri i 9 3 
be Boston Post 


Every day, The Boston Post sells 212,700 MORE copies than the morning Globe and 224,146 MORE than 
the morning Herald; outselling both the morning Globe and the morning Herald combined by 93,053 copies daily, and 
the Evening Traveler and the Evening Globe combined by 47,675 copies—including their many thousands of transient 
street sales. 


Morning Globe 131,093 
Evening Globe 136,042 
Morning Herald 119,647 
Evening Traveler 160,076 
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Beer Program to 
Be Broadcast by 
8 N. Y. Stations 


Brooklyn, N. Y., Jan. 31.—When 
the F. & M. Schaefer Brewing Com- 
pany program goes on the air at 
10 p. m. Sunday night, Feb. 3, the 
radio fan will be able to tune in the 
program on any one of eight New 
York stations. 

“Never before have the eight lead- 
ing New York radio stations been 
combined in broadcasting one full- 
hour show,” the company has told 
its dealers, in urging them to make 


its program on behalf of Schaefer 
beer. 

The stations being used are 
WEAF, WJZ, WOR, WABC, WHN, 
WMCA, WINS and WNEW. An elab- 
orate array of talent will appear on 
the broadcast. Among the artists 
are Jack Benny, Morton Downey, 
Pickens Sisters, Stoopnagle and 
Budd, Charles Winninger, John Mc- 
Cormack, Deems Taylor, Edwin C. 
Hill, Ted Husing, Kostelanetz or- 
chestra, Crumit and Sanderson, Ca- 
valiers quartet, Revelers quartet, 
Gladys Swarthout, Phil Spitalny and 
his all-girl orchestra and glee club. 

The minimum number of listeners 
that will hear the program is esti- 
mated by the company at 6,000,000. 
For three days preceding the broad- 


a complete and thorough tie-up with 


cast, newspaper advertisements will 


announce the show in 27 New York 
newspapers, including the larger 
English speaking dailies, and many 
foreign language newspapers in the 
New York area. 

Two-color display cards for use in 
windows, bars, counters and walls 
have been distributed to dealers. 
The fleet of Schaefer trucks is car- 
rying large banners, announcing the 
“Schaefer All-Star All-Station Radio 
Party.” 


Name Pittsburgh Agency 


The advertising accounts of the 
Pennwood Company, Pittsburgh, 
maker of electric clocks, and the 
Pittsburgh Piping and Equipment 
Company, piping contractor, have 
been placed with Ketchum, MacLeod 
and Grove, Inc., Pittsburgh. 


W. Dougherty Dies 
Wesley Dougherty, 49, general 
manager for the Freeman Lang 
Sound Studios, Hollywood, and presi- 
dent of California Studios, film pro- 
ducing organization, died recently 
following an operation. 


Class Elects 


The advertising and selling class 
of the Advertising Club of New York 
elected Donald L. Hathway as presi- 
dent, Sidney Handler, vice-presi- 
dent, Beth Judson, secretary, and 
James Stirton, treasurer, at a recent 
meeting. 


Start Studio 


The Ortega-Hershfield Studio, com- 
mercial art, has opened an office at 
1947 Broadway, New York. 


Consumer Has 
Grown Up, Lee 
Tells Adclub 


Chicago, Jan. 31.—“‘The consumer 
can no longer be considered as hav- 
ing the mentality of a 12-year-old 
child; he knows what he wants and 
how he wants it, and the manufac- 
turer who hopes to sell him success- 
fully must fill those wants ac- 
curately,” Ralph Lee, of the cus- 
tomer research department of Gen- 
eral Motors Corporation, told the 
Chicago Federated Advertising Club 
at a luncheon today. 

“Newspapers, magazines, ra dio, 
and a thousand other factors have 


Dec. 1934, Average Net Paid Total DAILY Circulation, 62,298 


FEW NEWSPAPERS OFFER 
SUCH INTENSIVE COVERAGE 
OF THEIR MARKET AS 


The FLORIDA TIMES-UNION 


Each of the newspapers used in the following comparison has the 
largest daily circulation in its market. 
outstanding position. This table serves to emphasize the Times- 
Union’s dominance of its field even when compared with above- 
average coverage. 


Each has achieved an 


Approximate 


Circulation 


Per cent of 


published figures. 


*Times-Union December net paid daily average in 
trading area. All others based on Sept. 30, 1934, 
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New York 


The Times-Union’s present milline rate of $2.09 is the lowest 
in Florida. December Net Paid Daily Average of 62,298 gives a 
21% plus value over the circulation at the time the present rate 
of 13c a line was established. Here’s economy in reaching your 
Florida market! 


The Florida Times-Union 


LARGEST CIRCULATION IN JACKSONVILLE 


FLORIDA'S LARGEST NEWSPAPER Stiweclay- 
Represented Nationally by REYNOLDS-FITZGERALD, Inc. 


D 


Chicago 


Detroit San Francisco 


GARNER & GRANT, Atlanta, Georgia 


Los Angeles 


changed the unsophisticated con- 
sumer of a generation ago into some 
one who knows plenty about every- 
thing,” he said. “He has been worked 
on by experts, and he isn’t likely to 
fall for everything any more. He 
has a pretty good idea of exactly what 
he wants, how and when he wants it, 
and how much he expects to pay 
for it. 

“If you expect to sell him your 
product, you had better make a very 
careful effort to satisfy these ideas of 
his.” 

Mass production has built up layer 
after layer of insulation between the 
manufacturer and the ultimate con- 
sumer, Mr. Lee said, with the result 
that it is now necessary to set up some 
sort of mechanism enabling the 
manufacturer to regain the human 
knowledge of his customers which 
was so valuable to the small artisan. 
Consumer research, conducted by 
people who are not too busy examin- 
ing production charts and graphs, is 
the answer, he contended. 

“The funniest part of all this,” he 
continued, “is that this guinea pig— 
the consumer—is eager to help the 
manufacturer find out what he 
wants. Our experience with the ques- 
tionnaires we send out to car owners 
is ample proof of this.” 


Vermont Sales Tax Is 
Illegal, Court Rules 


The sales tax imposed by Vermont 
in 1933 has been declared illegal by 
Chancellor Sturtevant at Montpelier, 
Vt. The ruling was made in a suit 
brought by the Great Atlantic and 
Pacific Tea Company and First Na- 
tional Stores against Edwin M. Har- 
vey, commissioner of taxes. 

Clyde M. Coffrin, deputy commis- 
sioner of taxes, has served notice 
that appeal probably will be taken 
to the supreme court. The decision 
against the state perpetually forbids 
any attempt to enforce the 1933 act. 
The tax imposed a graduated tariff 
on gross sales, subjecting the larger 
stores to the heaviest taxation. The 
plaintiffs claimed the tax was uncon- 
stitutional on the ground that it was 
“discriminatory and confiscatory.” 


Pond Company Appoints 


Pond Pharmacal Company of New 
York City has appointed Redfield- 
Coupe, Inc., New York advertising 
agency, to direct its advertising. 
Pond’s Digestans are being featured 
in a preliminary test in newspapers. 


PEOPLE OR BUYERS 
Which do you reach? 


Last year the 575,000 men 
readers of National Sportsman 
and Hunting & Fishing Maga- 
zines spent more money for 
automobiles, tires, gasoline, 
radios and life insurance than 
the entire city of Pittsburgh. 
A select group? Just try them. 
You will see why scores of ad- 
vertisers swear b National 
Sportsman and unting & 
Fishing. 


NATIONAL SPORTSMAN 
HUNTING & FISHING 


108 Mass. Ave. Boston, Mass. 
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ANNOUNCING TWO 
PUBLICATION CONSOLIDATIONS 
OF GREAT IMPORTANCE 
TO ADVERTISERS INTERESTED 
IN THE WHOLESALE AND 
RETAIL WINE AND 
LIQUOR MARKETS 


Through the cooperation of two leading publishers, the advertising problem in the wines and spirits 
field has been greatly simplified. Bowne’s WINES & SPIRITS has been sold outright by its publishers 
to the publishers of Mida’s CRITERION and these two magazines will be consolidated effective with 
the February issue. 

WINE & LIQUOR PROFITS has been sold outright to the publishers of LIQUOR STORE & 
DISPENSER and these, likewise, will be consolidated effective with the February issue. 

Now, with one outstanding publication in the wholesale field, the new Mida’s CRITERION ... 
and one similarly outstanding publication in the retail field, the new LIQUOR STORE & DISPENSER, 
advertisers can enjoy a long desired opportunity to concentrate effort with telling effect. Write or wire 


LIQUOR STORE Mida’s CRITERION 
with which is consolidated 


& DISPENSER 
BOWNE’S WINES & SPIRITS 


with which is consolidated 
WINE & LIQUOR PROFITS Published by the Gillette Publishing Company 
400 West Madison Street, Chicago, Ill. 


Published by Modern Distillery, Inc. 420 Lexington Ave., New York City 


205 East 42nd Street, New York City 
333 North Michigan Avenue, Chicago 


Representatives: Sullivan & Walker, 420 Lexington Ave., New 
York City; M. M. Whitfield, 400 W. Madison St., Chicago; 


Representatives: Willis Osborn, Grant Building, Atlanta, 


Georgia; Blanchard-Nichols, 111 Sutter Street, San Francisco, 
California; and 1212 Lincoln Building, Los Angeles, California. 


Thomas H. Fallon, 109 New Montgomery Bldg., San Francisco, 
Cal.; Will R. Butler, 1312 Ingraham Street, Los Angeles, Cal. 
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Here it ts 


BERNARR MACFADDEN 


President, Macfadden Publications, Inc. 


the First A7/, — 


OR a generation, Photoplay has been the class magazine of 
filmdom. Under Jimmy Quirk, it set the standards for most pres- 
ent day movie magazines. 


Now, under Quirk’s friend, the famous Ray Long and Quirk’s 
long-time associate, Miss Kathryn Dougherty, with Bernarr 
Macfadden’s publishing resources, Photoplay starts an entirely new 
era in film magazine publishing. 


Brains, as well as Beauty 


We believe that the public, as well as social service groups and 
admen, themselves, are tired of the pap and hokum which have so 
long gushed out of Hollywood. 


We believe that motion pictures have grown up to the adult- 
hood of a serious art. And that the public has grown up with it to 
a point where the cerebral aspects of the cinema outrank the sob 


stuff in appeal. 


We believe that the constructive influences of the motion picture 
industry have too long awaited the support of the motion picture’s 
public press; that the time has come for the dignity, information 
and education inherent in the present day art of the cinema to be 
expressed in a press worthy of being devoted to the cinema. 


Specific examples of the development of these ideas are provided 
in the March issue of Photoplay: 


The Fashion Forecast 


The past few years have seen such a westward emigration of famous 
coutouriers as the history of fashion has never before known. Amer- 
icans may well be proud of the fact that Hollywood, today, bids 
fair to rival Paris as the fashion capital of the world. But, even 
more important, what California still may 
lack in quantity of production, it far out- 
weighs in promotional dissemination. 


Lanvin, Jenny and Chanel reach most of 
the public through a multitude of steps. 
But Adrian’s new Garbo gown may be 
viewed first-hand by tens of millions of 
women within a matter of days. In one 
stroke, avalanches of costume cupidity 
are aroused in an army of feminine hearts. 


And in Photoplay, we will aim to catch 


that desire on the wing and make it easy 


a & ; Hollywood is the new fashion 
to turn the impulse into action. 


capital of the world. 


Photoplay’s Fashion Forecast will justify the source of its inspiration 
by peng a larger fashion section than that published by most maga- 

- zines outside of Vogue 
and Harper’s Bazaar. A 
famous fashion reporter 
in Hollywood and an- 
other in New York, head 
up an authoritative style 
staff which covers the 
development of these 
new, thoroughly Ameri- 
can fashions between 
~ both oceans. 


Photoplay will publish more pages of fashion illustrations — 
than most magazines except Vogue and Harper’s Bazaar. 


Important costumes de- 
signed for famous stars may not be wholly practical for suburban 
housewives; but detailed illustrations in Photoplay, suggesting 
adaptations of the cut of the collar or the flare of the sleeve might 
well turn urge bred in the picture house into action that will crowd 
department stores. 


The novelty accessory drawn from life in the Brown Derby can 
start a counter run that could keep specialty shops and manufac- 
turers on double shifts. 


The personal wardrobe of a star, photographed an hour after its 
purchase in a New York, Chicago or Los Angeles salon, might easily 
affect the quantity, quality and style of the lines carried by thou- 


sands of lesser stores for whose customers the star indeed embraces 
celestial aspects! 


Backing all of this, a special retail fashion reporting service has 
been established. 


Advance proofs of Photoplay’s Fashion Forecast pages are mailed 
to buyers and merchandise managers. Frequent special style bulletins 
are shot to retail stores direct from Hollywood, giving fast reports 
of novelties that may soon bring inquiring women to their counters. 


‘The New 


Fe a ee 
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KATHRYN DOUGHERTY 
Publisher, Photoplay Magazine, 


Dougherty, 


Lists of Photoplay advertisers, reprints of their advertisements and 
a Photoplay advertisers’ counter display service will all help to 
emphasize the influence of Photoplay and its advertisers among 


PHOTOPLAY 


the leading retail outlets. 


Other New Features: Famous Writers 
Great authors, beloved by millions of 
Americans, have long awaited the oppor- 
tunity to write about one of the richest 
sources of human interest material ever 
known—in a medium suitable to their 
standards. Now, in the March issue of 
Photoplay, Irvin Cobb contributes a deli- 
cious yarn about his friend Will Rogers. 
Subsequent authors include J. P. McEvoy, 
Karl K. Kitchen and Frederick L. Collins. 


Three - quarter length cover 
an show fashion as 
Famous Illustrators 
The time has passed when paste pot and studio stills are enough for 
a film magazine worthy of the industry. In this March issue of Photo- 
play, you witness the debut of James Montgomery Flagg and Frank 
Godwin interpreting the movies to intelligent movie goers. And they 
appear in a magazine suitable in typography, layout and paper stock. 


Even the covers represent a style entirely new for film magazines, 
being original paintings of movie celebrities, three-quarter length, to 
show fashion as well as face. 


Facts About The Industry 


Authentic figures on production costs, technical problems in 
making pictures, organization details that turn an idea into a strip 
of celluloid that will draw millions of people away from their firesides 
and make the expenditure of millions of dollars pay a profit — all 
these supply the structure of intelligence and interest which the better 
majority of the motion picture public has long missed. 


~PHOTOPL 


___ wath the Yashion vorecast 


Ray LONG 


Editor, Photoplay Magazine, 


Long Issue 


With a respect for its 
readers and the indus- 
try which has made 
it possible, Photoplay 
believes that it can ful- 
filla place heretofore un- 
occupied by any other 
magazine —and can 
offer a new opportuni- 
ty to advertisers who 
must appeal to better 
than average readers. 
To such advertisers, 
Photoplay aims to supply these readers in a thoughtful SHOPPING 
frame of mind. | 


Profit Now From Initial Interest 


J. M. Flagg and Frank 
Godwin bring the sophisti- 
cation of their illustrative in- 
terpretations to Photoplay. 


Irvin Cobb writes about 
Will Rogers. 


The early issues of the new Photoplay will have even more than 
ordinary interest for Photoplay’s readers—and extraordinary in- 
terest for retail store buyers. 


As you read this, the first, March issue is being placed on the 
newsstands. The April issue is already on the press. The third 
issue, that for May, closing March Ist, invites your patronage. 


The circulation guarantee is 425,000. And under Photoplay’s new 
ownership, that guarantee is already being exceeded. 


The new issues, beginning with March, should logically build an 
even greater bonus. And all this is at twenty-five cents a copy. 
WITH THE GAINS COMING FROM THE NEWSSTANDS. 


Still at $1,000 remains the cost of a page. For most advantageous 
positions, order immediately. Photoplay Magazine, 420 Lexington 
Avenue, New York City. 


This is the Macfadden definition of Photoplay’s publishing policy. 
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What Is False Advertising? 


Some interesting differences in 
phraseology are noted in the Cope- 
land bill and other measures regulat- 
ing the food, drugs and cosmetics 
industries and their advertising 
practices now before Congress. In 
the Copeland bill, for instance, the 
definition of false advertising is de- 
cidedly stringent, while the McCar- 
ren bill, supported by the food manu- 
facturers, leaves much more lee- 
way, though at the same time pro- 
hibiting false or misleading adver- 
tising. 

In the Copeland bill, “an adver- 
tisement of a food, drug or cosmetic 
shall be deemed to be false if it is 
false or misleading in any particu- 
lar relevant to the purposes of this 
act regarding such food, drug or cos- 
metic. Any representation concern- 
ing any effect of a drug shall be 
deemed to be false under this para- 
graph if in every particular such 
representation is not sustained by 
demonstrable scientific facts or sub- 
stantial medical opinion.” 

In the McCarren bill, the same 
subject is covered as follows: 

“An advertisement of a drug shall 
be deemed to be false (a) if it is 
false in any particular; or (b) if, 
while not false, it is misleading in 
any particular. Any representation 
in the advertisement of a drug re- 
garding its drug value or effect shall 
be deemed to be false under this 
paragraph if it is not supported by 
reliable evidence sufficient to justify 
it and consistent with the purposes 
of this act. In construing and en- 
forcing this section a reasonable al- 
lowance shall be made for harmless 
trade puffing not offensive to the 
purposes of this act.” 

In the first measure “demonstrable 


scientific facts or substantial medical 
opinion” is required to substantiate 
claims made for -drugs, while “reli- 
able evidence sufficient to justify it” 
is required to support any such 
representation in the second, with 
specific exemption for “harmless 
trade puffing.” While it may seem 
unnecessary to make an exception in 
behalf of the latter, which consti- 
tutes that part of any advertisement 
devoted to persuasion and appeals 
which are not exact statements of 
fact, it would probably be wise to 
provide it. 

While many may insist that the 
Copeland provisions demanding sci- 
entific fact or substantial medical 
opinion as support for advertising 
claims are necessary to prevent 
fakery or charlatanry in advertising 
proprietary products in the drug 
field, it is obvious that a great deal 
will necessarily be left to the opin- 
ion of the administrator, since inter- 
pretations of “demonstrable” scien- 
tific facts and “substantial” medical 
opinion may vary with the individual 
rendering the opinion. Neither sci- 
entists nor medical men are in en- 
tire agreement on many important 
points, and this may make it difficult 
at times to reach a fair decision on 
questions arising under this provi- 
sion. 

The present wording of the Cope- 
land bill is not necessarily the final 
form in which it will be submitted 
to the Senate, and we believe that 
considerable thought should be given 
by advertising interests to the pro- 
visions covering false advertising 
in order, on the one hand, to shut out 
dishonest copy, and on the other to 
avoid unreasonably harsh or string- 
ent requirements. 


Economics and Merchandising 


The recommendations of Joseph 
B. Eastman, federal coordinator of 
transportation, dealing with meas- 
ures needed to restore the prosper- 
ity of the railroads, at least insofar 
as their passenger traffic is con- 
cerned, are nearly all of a merchan- 
dising nature. In other words, an 
attempt is made to solve the eco- 
nomic problems of the carriers 
through the application of the same 
sort of thinking that would be de- 
voted to the difficulties of a manu- 
facturer. 

And just as the manufacturer 
might be advised to change his prod- 
uct as to form and price, in an ef- 
fort to improve his competitive posi- 
tion and make his wares more at- 
tractive to the public, so the rail- 
roads are urged to provide better 
service and to lower rates for cer- 
tain specified kinds of transporta- 
tion, such as group movements and 


excursions. At the same time they 
are told to use the competitive type 
of service, on the public highway, 
when rail service proves to be too 
costly for the available volume of 
traffic. 

We are not prepared to say that 
the recommendations of Mr. East- 
man are necessarily the right ones, 
because that is a technical subject 
which requires the study of railroad 
experts. But certainly they have 
a common-sense ring to them, and 
suggest that advertising and mer- 
chandising men, if called in to study 
railroad service from the standpoint 
of building greater and more profit- 
able volume, might prove valuable 
aids to the coordinator in getting 
railroad executives to accept the 
formula of better service and lower 
charges as the most. successful 


method of meeting current com- 


petition. 


ADVERTISING MAKES AN IMPRESSION 


ALE 


Goh 


—Chicago Herald and Examiner. 


"Breathe deep, honey. It ain't just perfume—it's parfum!" 


| Voice of the Advertiser 


G-E Appliance 
Develops New Idea 

To the Editor: Something quite 
different in the field of sales promo- 
tion enterprises has been developed 
by the Edison General Electric Ap- 
pliance Company, as one of the ini- 
tial steps in Hotpoint’s program of 
planned activity for the year 1935. 

Briefly, Hotpoint has staged an 
“all star’ show entitled “The Load 
Builders,” consisting of motion pic- 
tures, talking records, and personal 
skits and demonstrations, all pre- 
sented in an entertaining and novel 
manner to emphasize the selling ad- 
vantages of electric ranges and water 
heaters and to show the sales or- 
ganization how to get the most out 
of the sales and advertising aids that 
have been provided. 

This show has been coordinated 
and rehearsed under the supervision 
of a well-known director. During 
the next few months eleven duplicate 
sets of properties and troupes will 
tour the country giving several hun- 
dred performances by arrangement 
with electric light and power com- 
panies. 

Several unique ideas inject enter- 
tainment as well as instruction in 
the program. For example, the in- 
troduction to each of the dozen or so 
“acts” is made by talking records, 
using the voice of Harlow Wilcox, 
the popular radio announcer, as “The 
Voice of Calrod.” The water heater 
sketch makes use cleverly of a suc- 
cession of lighted windows to depict 
the many demands for hot water in 
the home. 

W. A. GROVE, 

Manager, Advertising & Sales Pro- 
motion, Edison General Electric Ap- 
pliance Company, Chicago. 
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Bouquet 
To the Editor: As an old sub- 
scriber I must admit that I can’t 
start in business again without re- 
ceiving your publication. 
I enclose my check and thank you 
again for your many past favors. 


GEorRGE F. BARTHE, 
Advertising Counsel, 
Syracuse, N. Y. 
>. 9 & 


Opportunity Knocks 


At Readers’ Doors 


To the Editor: Chances are you 
know some good men in Chicago who 
would be interested in a possible job, 
with headquarters there. 

We have an opening. It is in 
sales promotion, and the territory 
covers our central division which 
includes several states. The ideal 
qualifications would be experience in 


a manufacturer’s sales promotion de- 
partment, and agency training would 
be helpful also. 

The job is a good one, reasonably 
well paid, and with the opportunity 
for doing conspicuous work. I should 
be very glad to receive applications 
from the right kind of men, and you 
will perhaps be doing them a favor 
by letting the word get around. 

MANUFACTURER. 

Editor’s note: We will be pleased to 
turn over to the writer of the above 
letter any applications for the posi- 
tion outlined which readers of Ap- 
VERTISING AGE may care to send us. 


Laundryowners Claim 


Record for Prizes 
To the Editor: In an article in 
ADVERTISING AGE for Jan. 26, describ- 
ing the contest of the Seminole Paper 
Company, a statement is made that 
the “Seminole contest is thought to 
be establishing a record. A total of 
7,930 merchandise prizes is listed.” 
In a contest conducted by the laun- 
dry industry in October and Novem- 
ber, 1927, a total of $50,000 in cash 
was awarded, with a capital prize of 
$10,000, nine other national prizes, 
and ten cash prizes to the winners 
in each of the 48 states and Canada. 
In addition to these cash awards, 
12,000 awards reclaimable in laun- 
dry service at $2 each brought the 
total amount of awards up to $74,000. 
A total of 1,044,372 entries was re- 
ceived in this contest, each consist- 
ing of a 300-word essay on the sub- 
ject, “Why the Laundry Should Do 
My Washing.” 
Harry L. Birp, 
Laundryowners National Association, 
Joliet, Ill. 
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Publicity Exhibit 
Planned for Shanghai 


To the Editor: I take much pleas- 
ure in informing you that an Inter- 
national Exhibition of Publicity will 
be held at Shanghai sometime in 
March, 1935. The place of exhibition 
will be decided later. 

The said exhibition will be divided 
into sections according to the various 
types of publicity. It is the writer’s 
strong belief that in this exhibition, 
advertisers in this country, foreign 
as well as Chinese, will see in a 
most interesting and comprehensive 
way the world’s most advanced meth- 
ods of publicity—newspaper, maga- 
zine, hoarding, poster, direct mail, 
radio broadcasting, window display, 
showcards, cut-outs, etc.; the best 
means of presentation including copy- 
writing, layout, illustration, . photog- 
raphy, model, engraving, typesetting 


and printing; and what service the 
world’s most competent advertising 
agencies give and how they are or- 
ganized. 

It will certainly be a great help 
and honor to the writer if you will 
be kind enough as to send samples of 
your work, publication, or sales liter- 
ature to the writer at your earliest 
convenience. 

When the exhibition closes, a sou- 
venir album recording this exhibition 
will be published and a copy of it 
will be sent to you at that time. 

In the meantime, if there is any 
suggestion you care to make, please 
do so as it will help the writer to 
make the exhibition more valuable. 

Thanking you for your kind atten- 
tion and looking forward with pleas- 
ure to hearing from you soon. 

P. Y. Zeus, 
Advertising Counsel, P. O. 
Box 870, Shanghai. 


Aggressive Motor 
Safety Work Urged 


To the Editor: The editorial 
headed “Automotive Advertisers Can 
Perform This Public Service” appear- 
ing in the Dec. 15 issue of ADVERTIS- 
ING AGE is very timely. The Na- 
tional Safety Council reports 35,500 
motor vehicle deaths in 1934. We all 
say “something should be done to 
prevent the huge toll of lives being 
taken yearly through motor car ac- 
cidents,” and then we sit back and 
“let George do it.” 

Advertising alone, however, is not 
the entire answer to this problem. 
The vast majority of accidents are 
caused by those behind the steering 
wheel willing to take a gamble. Ac- 
cidents don’t just happen. I believe 
many drivers, if they had unsafe 
practices called to their attention, 
would cooperate gladly in trying to 
prevent their recurrence. However, 
there always will be a class of driv- 
ers who have absolutely no regard 
for anyone else using the highways, 
who are largely responsible for many 
accidents. We may well call this 
class the “racketeers of motordom.” 

One thing only will stop reckless 
practices on the part of such people 
and that is some form of policing. 
We know that it is an impossibility 
to maintain a large enough force of 
state highway patrolmen or other 
peace officers to correct such viola- 
tions and unfortunately, far too often 
the peace officers, supposed to up- 
hold the motor code, will wink at vio- 
lations which, if continued, may re- 
sult in serious accidents later. If we 
really wish to accomplish a reduction 
in the accidental death rate, it will be 
necessary to supplement the work of 
the state constabulary and other 
peace officers by the formation of 
volunteer vigilante committees of re- 
sponsible motorists. 


Manufacturers of automobiles and 
automobile accessories can do much 
good through advertising campaigns 
and through cooperation with local 
automobile clubs in the formation of 
such committees, the members of 
which may be called traffic inspec- 
tors. Such inspectors in their trav- 
els could report violators of the mo- 
tor code and dangerous practices to 
a central body in the community. 
This body, in turn, would call these 
violations to the attention of the mo- 
torists. When the records showed 
that three such warnings had been 
issued to one driver, the necessary 
legal action should then be started, 
There would have to be close co- 
operation between such organizations 
and the state highway commissions, 
county and city groups. Through 
the organization of a large volunteer 
corps of carefully selected traffic in- 
spectors throughout the nation, much 
could be accomplished in the reduc- 
tion of the huge death toll yearly 
resulting from the operation of auto- 
mobiles. 

Automotive manufacturers, in con- 
nection with their advertising, I feel 
can do much good through coopera- 
tion with local automobile clubs, 
states, county, city, etc., in sponsor- 
ing the organization of such commit- 
tees, some of which are now func- 
tioning. Perhaps the Automobile 
Manufacturers Association would be 
the proper body to sponsor such a 
plan. 

K. E. K., 
Pennsylvania. 
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Sure,’ says the Druggist... 


66 
| Rn0w,’ says the Grocer... 


HEN the salesman spreads out his portfolio 

on the counter and says, ‘““We’re using THIS 
WEEK,” the dealers will know what he means. 
They'll probably tell him a thing or two about 
what a good magazine it is and how much they 
(and their customers) like it. 


For the grocer, the druggist, and the filling sta- 
tion man are only human. They read the papers. 
They listen in. They look at 24-sheets and poster 
cards. They have all the normal reactions to adver- 
tising and publicity. 


In a couple of weeks, now, millions of people 
will discover that “this week” is not just seven 
days, but “THIS WEEK” (all caps), the name of a 
new publication. When the full pages are breaking 
in the newspapers . . . when the whole machinery 
of the biggest promotion push ever given a new 
publication gets going ... when everybody’s talking 
about THIS WEEK .. . dealers will be talking, too 
—and listening. | 


Dealers—as people—will enjoy THIS WEEK like 
everybody else. They’ll like its first-run fiction, its 
interesting articles, its illustrations in colorgravure. 
Then they'll see what colorgravure can do to pic- 


THIS 


tures of the product (yours and theirs). They'll 
sense what a powerful sales force is created when 
a first class magazine is combined with a first class 
newspaper. 


Closest to the consumer, dealers will feel first the 
merchandising momentum rolled up by THIS 
WEEK’S promotion campaigns: newspapers—city 
and suburban, car cards, billboards, truck posters, 
radio, house-to-house sampling that runs into 
millions. 


For advertisers, such sustained promotion means 
thousands upon thousands of new readers in addi- 
tion to the more-than-four-million families already 
on our circulation lists, an immediate bonus of cir- 
culation running well into six figures, a bonus that 
will pyramid with widening reader interest. 


Facts for Dealers: THIS WEEK is the new colorgravure magazine 
distributed in 21 principal cities east of the Rockies through the same 
powerful newspapers dealers use themselves . . . Its exclusive color- 
gravure process permits life-like illustrations of what they sell... 
More than 4,000,000 circulation; strong where other magazines are 
weak... Advertising in THIS WEEK is concentrated where the 
sales are made... Dealers get stronger support. 


| 


EEK 


A Powerful Sales Force in America’s A Market 


ATLANTA, BALTIMORE, BIRMINGHAM, BOSTON, BUFFALO, CHICAGO, CINCINNATI, CLEVELAND, DALLAS, DETROIT, INDIANAPOLIS, MEMPHIS, MILWAUKEE, MINNEAPOLIS, NEW ORLEANS, NEW YORK, OMAHA, PHILADELPHIA, PITTSBURGH, ST. LOUIS, WASHINGTON 
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AGAZINE CORPORATION 


420 LEXINGTON AVE., NEW YORK 


CHICAGO: 360 N. MICHIGAN AVENUE 
DETROIT: GENERAL MOTORS BLDG. 


SAN FRANCISCO: 111 SUTTER STREET 
LOS ANGELES: LINCOLN BUILDING 
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Wilfred Floing, 
Artist, Is Dead 


Detroit, Mich., Jan. 30.—Wilfred 
O. Floing, 50, for more than 25 years 
one of the leading creative artists 
in the field of automotive advertis- 
ing, died Monday, 
Jan. 28, at Har- 
per Hospital, De- 
troit, following an 
operation for ap- 
pendicitis. Funer- 
al services were 
held yesterday in 
this city, with in- 
terment at New 


J 


- 


yy 


Brighton, Pa. 

At the time of 
his death, Mr. 
Floing was art Flol 
director for D. P. ey See 
Brother & Co., Inc., of Detroit. 


Previously he had been with the 
Detroit office of Campbell-Ewald 
Company. Before that he had op- 
erated advertising art studios in 
Detroit, New York and Chicago. He 
was well known also in advertising 
art circles of St. Louis and Pitts- 
burgh. 

Famed for his advertising layouts, 
a field in which he specialized, Mr. 
Floing at various times had devoted 


his talents to the preparation of 
advertising of many of America’s 
leading automobiles. 

In 1928 he was one of the pioneers 
who brought color photography in 
advertising to its present popularity. 
Some years ago he developed a new 
“tissue rough” technique for adver- 
tising layouts, a technique now em- 
ployed very widely. 

A star athlete in his younger days, 
Mr. Floing at one time played pro- 


||fessional baseball in Philadelphia. 


His favorite recreation was fishing, 
a sport which he had pursued in 
countless streams and waters of the 
United States and Canada. 

At one time Mr. Floing was art 
director and a partner of the Charles 
Daniel Frey Company, Chicago ad- 
vertising agency. 


Death of F. A. Evans 


Frank A. Evans, 84, founder of the 
Birmingham, Ala. Daily Age, a 
predecessor of the present Age- 
Herald, died last week in Birming- 
ham after a short illness. Mr. Evans 
was also the founder of the Meridian, 
Miss., Daily Press, and later became 
Alabama state examiner of accounts. 


68 Years Old 
The New Orleans Times-Picayune 
celebrated its 68th anniversary Janu- 
ary 25. 


Minimum Mark-Up on 
Cigarettes Extended 


Orders establishing minimum 
mark-ups on sales of cigarettes under 
the codes for the wholesale and re- 
tail tobacco trades have been ex- 
tended to March 30 by the NRA. 

In extending the orders, the NRA 
board asserted that declarations of 
temporary emergencies are not a 
remedy “properly consonant with the 
continuing protection which should 
be afforded small enterprises under 
the act and the code provisions 
against the effects of unfair price 
competition and destructive price 
cutting.” 


It also called upon the retail trade 
code authority to submit a plan, in 
the form of a code amendment or 
otherwise, designed to provide such 
protection, and also called upon the 
wholesale tobacco trade to present to 
the board “all evidence reasonably 
available concerning the effect of 
said order upon  sub-jobbers on 
cigarettes.” 


Outdoor Director Named 


Robert L. Devine has been ap 
pointed supervisor of outdoor adver- 
tising under the State of Massachu- 
setts department of public works, 
Boston. He will replace John E. 
Dwyer, who will become supervising 
inspector in the motor vehicle reg- 
istry department, a post formerly 


held by Mr. Devine. 


A SOAP BUBBLE BIG ENOUGH 
TO ENCOMPASS THE WORLD 


If ever a national contest is held for the cleanest-faced 
community, Cincinnati most certainly would be eligi- 
ble. In order to keep themselves and their clothes 
clean, the 159,888 families of Metropolitan Cincinnati 
use 13,397,483 pounds of chips, toilet, and bar laundry 
soap annually (according to the Sales Potential Sur- 
vey made by the Major Market Newspapers, Inc.). 
That’s a lot of soap. Enough, we estimate, to make a 
soap bubble big enough to encompass the world. 


A PAINT BUCKET OF 
430,533 GALLONS 


The same pride in appearance that 
makes the people of Metropolitan 
Cincinnati such generous consumers 
of soap, is also reflected in their pur- 
chases of ready mixed household 
paint. To “clean up and paint up” 
annually these same families — 
(according to the same _surve 
430,533 gallons of paint. While, by 
the process of measuring the soap, 
this would hardly be sufficient to 
cover the earth—still it’s 430,533 gal- 
lons of paint. 


AN ANNUAL DENTIFRICE 


BILL OF $301,102.00 


Although the figures on what 
Cincinnati spends to “see its 
dentist” each year are not 
available, we do know (ac- 
cording to the Major Market 
survey) that Metropolitan Cin- 
cinnati annually brushes its 
teeth to the tune of $301,- 
102.00. 


\‘= 
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WHAT INFLUENCES SUCH 
SALES IN CINCINNATI? 


If the consumption figures on soap, 
paint, and dentifrices are a revela- 
tion, and we believe they are to most 
advertisers, the Cincinnati Times- 
Star takes pardonable pride in being 
the leading influence in creating for 
the advertiser the thousands of sales 
which go to make up these tre- 
mendous total annual purchases. 

Cincinnati is indeed a consuming 
market. And the Cincinnati Times- 
Star reaches all those who are best 
able to do the “consuming.” The 
Times-Star_leads in Cincinnati in 
City and Suburban Circulation as 
well as in total volume of advertis- 
ing. Taking Soap as an example, 
the Times-Star carried (during the 


twelve months of 1934) 75,356 
lines of toilet soap advertising 
alone. The Post carried 48,701 


lines and the Enquirer (daily and 
Sunday combined) carried 21,562 
lines. In total Display Advertis- 
ing, the Times-Star carried (dur- 
ing the same period) 8,873,573 
lines, the Post 4,893,397 lines, and 
the 7-day Enquirer 7,537,358 lines. 


BY ANYi{MEASUREMENT 
OF ADVERTISING VALUE 


Reduced to “hard-boiled” milline 
figures, the Cincinnati Times-Star at 
$1.85 is 9 cents less than the Cincin- 
nati Post, 46 cents less than the Sun- 
day Enquirer, and 38 cents less than 
the Morning Enquirer. The Times- 
Star is one of the lowest milline 
rate evening newspapers in the en- 
tire United States, ranking 9th in 
this respect. 


FIGURES ON GAS STOVES, 
DOG FOOD, TOMATO JUICE, 
AND SHAVING CREAM 


If you are more interested in Gas 
Stoves, Dog Food, Shaving Cream 
or Tomato Juice, the annual con- 
sumption figures on the Metro- 
politan Cincinnati market will 
prove to just as much of a 
revelation. In fact, we should like 
to send you the available figures 
on any particular commodity in 
which you are interested. 


CINCINNATI] <-eeseejes-TIMES STAR 


HULBERT TAFT, President and Editor-in-Chief 
New York: Martin L. Marsh, 60 E. 42nd Street. 


Chicago: Kellogg M. Patterson, 333 N. Michigan Ave. 


TIE UP BOSTON 
COKE COPY WITH 
TERRIFIC STORM 


(Picture on Page 35) 

Boston, Mass., Jan. 30.—While 
front page headlines of last Thurs- 
day’s newspapers described the 
snowstorm and blizzard of the pre- 
ceding day, the back pages of Bos- 
ton newspapers carried full-page ad- 
vertisements of the New England 
Coke Company, headlined “Wind and 
Sea Lash New England Coast,” and 
illustrated by a large aerial photo- 
graph of the metropolitan Boston 
area, 

The actual text of the advertise- 

ment was brief: “In gales, blizzards 
and bitter cold, over 500,000 people 
who live in homes heated with New 
England coke receive clean uniform 
heat. Order New England coke to- 
day. And save money.” 
The advertisement itself was con- 
ceived a year ago, shortly after the 
Christmas, 1933, storm, and held in 
abeyance for the arrival of unusually 
stormy weather. For the remainder 
of the 1933-34 winter, this did not 
materialize. 


Plans Made in Advance 

At 4:30 p. m. Wednesday, Jan. 23, 
all predictions pointed to the most 
severe blizzard of the winter, and 
full pages were tentatively reserved 
in all standard-size Boston newspa- 
pers by the agency, Louis Glaser, 
Inc. 

Original plates and type were sent 

to the electrotypers, and at 6 p. m., 
the storm having increased in inten- 
sity, reservations were definitely 
confirmed. 
Since traffic conditions were in- 
creasingly bad, and the demand for 
taxis mounted, taxis were hired well 
in advance of actual need, to insure 
delivery of plates on time to the 
papers that night. The taxis were 
kept waiting until the plates were 
ready to send to the papers, 


By 10 p. m. all papers had re- 
ceived plates. Final proofs were 
approved about midnight, just be- 
fore the presses started to roll, and 
front pages carried eight-column 
streamers of the worst storm in 14 
years while the back pages carried 
the coke advertisement. 

The picture was taken from 21,- 
000 feet, and was the first made 
from such an altitude in this section 
of the country. It consisted of two 
shots joined together. 

Aviator and photographer found 
the temperature 40 degrees below 
zero. The plane, with a speed of 
140 miles per hour, ran into a head 
wind of 200 miles per hour, and 
was blown off its course, out on 
Cape Cod. 

Comment on the tie-up of the ad- 
vertisement with the weather was 
received from all over the East, 
from consumers, coal and coke men, 
and advertising agencies. 


Eight Firms Appoint 
Schwimmer & Scott 


Schwimmer & Scott, Chicago adver- 
tising agency, has been appointed to 
handle the advertising of A. Bishop 
& Co., Chicago furrier; Lite Soap 
Company, Aurora, Ill.; Medinah Club 
of Chicago; Mills Hospital Supply 
Company; Arthur T. McIntosh & Co., 
real estate; Almer Coe & Co., optical 
house; Hollywood Mask Corporation, 
cosmetics, and Spray-way Washing 
Machine Company. 

All accounts have active news- 
paper, magazine and radio campaigns 
scheduled for the winter and spring. 
Frank Shriver, formerly with the ad- 
vertising department of Montgomery 
Ward & Co., has been added to the 
agency’s copy staff. 


Hirschmann Leaves Lord 


& Taylor for Saks Berth 


I. A. Hirschmann, since 1931 ad- 
vertising director of Lord & Taylor, 
New York department store, will be- 
come vice-president of Saks Fifth 
Avenue, New York, on March 15. 

Mr. Hirschmann was appointed ad- 
vertising manager of L. Bamberger 
& Co., Newark, N. J., in 1925, and 
became publicity and sales director 
in 1927. He was also at one time the 
publisher of Charm Magazine, and 
took part in the development of sta- 
tion WOR. 


W ant to 


DOMINATES THE 9TH 


KNOW SOMETHING 
about WOMEN? 


Women — because of their professional 
interest in values—make the most profit- 
able audience for an advertiser. 


We've proved that conclusively with 
KSTP in the 9TH U. S. RETAIL MAR- 
KET where we've built up the largest and 
most responsive “Women's Audience" 
during the daytime. Here's just one of 
the potent findings (others on request) 
from the recent Ernst & Ernst Survey: 
From NOON to 5 P. M. 


Station B 
32.8%. . . KSTP audience 50.6% 
—about 60% GREATER! 


TO OPEN THE FAMILY PURSE IN THE NORTHWEST 
TALK TO THE "WOMEN'S AUDIENCE" OF K ST P 


For Northwest Market Facts 
Just Ask: FORD BILLINGS, General Sales Man- 
ager, KSTP, 
NATIONAL REPRESENTATIVES in New York— 
PAUL H. RAYMER CO. . 
troit, San Francisco, GREIG, BLAIR & SPIGHT, 


= KSTP 


MINNEAPOLIS—ST. PAUL 


average audience 


Minneapolis, Minnesota, or our 


. « in Chicago, De- 


U. S. RETAIL MARKET 
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O be sure, the Mortons, as indi- 

viduals, do not eat more than 
most other healthy and employed 
families. What’s important to any 
food advertiser is: How many fam- 
ilies like the Mortons read the 
Chicago American every night? And 
how much food do they consume? 


e 


There are literally hundreds of thou- 
sands of Chicago American families 
very much like the Mortons. They’re 
young, have growing children, steady 
incomes. Collectively, they consume 
at least half of the food sold in Chi- 
cago every day. This is a market 
which no food advertiser, who hopes 
to do a big job in Chicago, can pos- 
sibly ignore. Nor should he expect 


CHICAGO AMERICAN 


VTS 
the VWlervtons } 


to capture it through some other 
medium. 

Consider the facts: They’re simple 
as an ABC statement — indeed 
simpler, The American has the 
largest evening circulation in Chi- 
cago, concentrated among people in 
their 30s and 40s; more home circu- 
lation; more growing families. And 
to reach this great American market 
—the livelier half of the second 
largest food market in America 
—costs no more than advertising in 
the second evening newspaper with 
less circulation. Yes, sir, Mr. Adver- 
tiser, when you’ve talked food to the 
Mortons, and the thousands of other 
typical AMERICAN families, you’ve 
said more than a mouthful. 


-» « - more Buying Power to you 


NATIONAL REPRESENTATIVES: Rodney E. Boone Organization 
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Town on Cape Cod 


Studies Teimietien| 


The town of Falmouth, Mass., on 
Cape Cod, will consider the expendi- 
ture of public money to advertise its 
resources and special attractions. 
Nantucket, Oak Bluffs and Tisbury 
in Massachusetts expend . public 
money for such advertising. 

Under state law, a town in Massa- 
chusetts is permitted to spend up to 
one two-hundredths of one per cent 
of its assessed valuation for this pur- 
pose. On that basis, Falmouth’s ex- 
penditure would be about $1,000. 


Names Gray-Nogues 


Gray-Nogues Company, New York, 
has been appointed by The New Or- 
leanian, class publication issued at 
New Orleans, as its national adver- 
tising representative. 


Get 360,000 Requests 


for Lum & Abner Paper 


More than 360,000 requests for 
copies of Lum and Abner’s news- 
paper, “The Pine Ridge News,” have 
been received from an offer made 
over only four stations. The offer 
was presented over the Mutual Broad- 
casting System’s hook-up of WLW, 
Cincinnati; WOR, Newark; WXYZ, 
Detroit; and WGN, Chicago, al- 
though the Lum and Abner program 
is heard over a total of nine stations. 

The program is sponsored by Hor- 
lick’s Malted Milk Company. Lord & 
Thomas, Chicago, is in charge. 


Schipper Moves 


Offices of Schipper Associates, pub- 
lic relations counsel, have been 
moved to the Lafayette Bldg., De- 
troit. 


To “National Sportsman” 
William C. Copp, formerly asso- 
ciated with the Copp Promotion 
Service, Boston, Mass., has joined 
National Sportsman, Inc., Boston, 
and will handle general advertising 
promotion for National Sportsman 
and Hunting & Fishing. 


R. C. A. Promotes Norton 

Henry Kittredge Norton has been 
appointed assistant to the president 
of the Radio Corporation of America. 
He was formerly treasurer of the Na- 
tional Broadcasting Company. 


Fenn Joins Hupp 


Francis H. Fenn, formerly assist- 
ant sales manager of Kelvinator Cor- 
poration, has been appointed general 
sales manager of Hupp Motors Cor- 


poration. 


LIQUOR PACKAGE 
CREATEDIN FORM 
OF COCKTAIL BAR 


Detroit, Mich., Jan. 31—Union Dis- 
tilleries Company of Detroit is em- 
ploying an unusual package in con- 
junction with an extensive news- 
paper campaign to arouse consumer 
and dealer demand for its new line 
of whiskies, gins and liqueurs. 

The new liquor package, in the 
form of a cocktail bar, is designed 


OW MANY FREE HOURS IN A VACUUM CLEANER P 


Not less than two to three hours a week, the house- 


wife will tell you. 


Add the time salvaged with her washing machine 
—her modern kitchen range—mechanical refrigera- 
tor—prepared foods—scores of other improved prod- 
ucts—and you get some idea of the leisure this 
progressive person has acquired! 


Just what does she 
We wanted to know. 


do with all these free ieeg? 


A questionnaire* addressed to Companion readers 


brought this response: 


Bridge . . . skating . . . hiking 


.-.music... golf... civic affairs . .. motoring... 


swimming ... writing ... dramatics...art...A 
list so long and a range so wide that even we 


THE 

CROWELL PUBLISHING 
COMPANY 

NEW YORK 


staunch believers in feminine progress were surprised. 


These are the women who read Woman’s Home 


Companion—have given it the largest circulation in 


its field. They’re housekeepers first of all—they want 


every latest item on home management; but that’s 
only the half of it! They recognize the Companion 
as the outstanding champion of a new deal for women 
. .. accept it as constructive friend in all their broad- 
ening activities, from kitchen to golf course—nursery 


to club room. 


A gratifying state of affairs to us and extremely 
significant to you. For the genuine good will of 
2,606,000 American women is just about the biggest 
thing you can buy at standard rates today. 


WOMAN'S HOME ¢_ 


Companion, 


THAN 8,300,000 CIRCULATION 


*Available on request 


PUBLISHERS OF COLLIER’S 
WOMAN'S HOME COMPANION 
THE AMERICAN MAGAZINE 
THE COUNTRY HOME... MORE 


THE MAKINGS 


Clever 


vinniitadlibne ssiliaiee 
containing necessary liquors for 
mixing 50 different cocktails. 


not only as a novelty for consumer 
use, but also for use by the dealer 
as a counter display. 


Each package is a five bottle unit 
of whisky, gin, vermouth, orange 
bitters, and cocktail bitters. The 
front of the package portrays in bril- 
liant color a group of people gathered 
around a cocktail bar. The back of 
the bar contains a Cellophane win- 
dow displaying the five-bottle con- 
tents in an ideal setting. 

Dealers have attested to the fact 
that the new package immediately 
captures customer attention. Recipes 
for 50 varieties of drinks which the 
contents will make are printed on 
the back of the package. A novel 
folding of the bar permits a hand- 
hold at the top, making the package 
easy to carry. 

To date, copy has been confined to 
local newspapers and the automo- 
bile show issues of Automotive Daily 
News. Later the campaign will be 
broadened, as fast as distributors are 
secured, until national coverage is 
obtained. Newspapers will form the 
backbone of the drive and outdoor 
bulletins will be used in the spring. 

Distribution has been completed in 
Michigan, and the product is now 
appearing on the counters of state 
liquor stores in several other states 
as well. The Charles A. Mason Ad- 
vertising Agency of Detroit is han- 
dling the account. 

The new line of liquors and liq- 
ueurs is appearing under the trade 
name “Asco,” a name which was a 
synonym for quality in Michigan and 
the Middle West from 1905 to 1918, 
according to the distillers. 


PHOTO ” STATS 
KAPID COPY SERVICE 


¥ {Vanderbilt 3-3680 
New York )For all Branches 


Cleveland: Main 9335 


State 5977 
For all branches 


Chicago 


‘AUDITORIUM’ 
HOTEL RATES 


Now from $f 


Must think-you can now 
enjoy the comfort and lux 
ury of the Auditorium Hotel 
ra as little as $15° a day 
for a room without private 
bath or from $25° a day with 
private bath. A splendid 
location— every conven 
ience — in an atmosphere 
of luxury at low cost. 
Geo. H. Mink, Mgr. 
MICHIGAN AVE AT CONGRESS 


‘CHICAGO | 
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Laemmle Is Seeking 
Promotion Booklet 
Advertised in 1908 


New York, Jan. 31.—Universal Pic- 
tures is willing to give $10 for a 
copy of the booklet, “How to Start a 
Moving Picture Business,” which 
Carl Laemmle offered in a Saturday 
Evening Post advertisement in 1908. 

At that time Mr. Laemmle owned 
three theaters, and was starting his 
Laemmle Film Service at 196 Lake 
St., Chicago, a venture which was 
later to become the corporation of 
which he is president. 

If he could persuade people to 
operate theaters, he could rent films 
to them. Therefore he adopted the 
“write-for-the-free-booklet” type of 
promotion. The Post copy was the 
first advertising that Mr. Laemmle 
ever placed in a national advertising 
medium. 

The advertisement contained a pic- 
ture of Mr. Laemmle, then 40 years 
old, standing behind a desk-model 
projector, common in “nickelodeon” 
days. 

“I Am the Moving Picture Man,” 
copy read. “I will start men and 
women in the moving picture busi- 
ness at nominal cost—sell them the 
machine and outfit, and give them 


every assistance to make the busi- 
ness prosperous. It is a golden op- 
portunity, the biggest paying busi- 
ness for the amount invested in the 
world. So simple and easily main- 
tained that anyone may embark in it 
with my aid. Write at once for my 
free book, ‘How to Start a Moving 
Picture Business.’ ” 

He was able to get one Frank 
Nowak to open the Lincoln theater 
in 1909 in Buffalo, and this month 
Mr. Nowak signed his 26th consecu- 
tive Universal product contract. 


Purchase Ohio Paper 


The Chillicothe, 0., Scioto Gazette, 
which recently changed hands, has 
been sold to a new organization 
headed by Merritt C. Speidel, pub- 
lisher of the Piqua, O., Daily Call. 
Associated with Mr. Speidel are Ed- 
ward A. Chappell, Clayton A. Mce- 
Cleary, Gordon K. Bush, and Clyde 
W. Park. Mr. Bush, who is publisher 
of the Athens, O., Messenger, has 
been elected general manager of the 
Scioto Gazette. 


“Toronto Telegram” 


Names Lutz, Carroll 


The Toronto Telegram has placed 
its representation with John E. Lutz, 
Chicago, and Dan A. Carroll, New 
York. Pittsburgh will be the divid- 
ing line. 

The appointments 
Feb. 1. 


are effective 


Knitwear Group 
Plans Fashion 
Show as a Test 


New York, Feb. 1.—As the first 
event in a plan to promote the knit- 
wear industry, the newly organized 
Knitwear Institute will hold a daily 
exhibit and fashion show at the In- 
ternational Trade Fair, Grand Cen- 
tral Palace, starting Monday. 

This exhibit is in the nature of a 
test to measure the cohesive power 
of the 1,000 members of the indus- 
try and it follows a series of lunch- 
eon meetings and dinners at which 
methods of cooperative promotion 
were discussed. A plan of national 
cooperative advertising is in pros- 
pect. Work toward obtaining the 
full support of the industry is con- 
tinuing, with further development of 
national advertising plans being de- 
pendent upon the industry’s back- 
ing and the success of the exhibit 
and fashion show. 

The object is to keep knitwear in 
vogue permanently. During the past 
season, the industry was eminently 
successful in putting its products in 
the limelight. The proposed pro- 
gram aims at perpetuating this 
vogue by well directed and con- 
certed action. 
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Electric motors . ... 
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A sample of what an ice machinery 
manufacturer buys yearly 


50 

150 

300 
1,500 
200,000 
5,000 
2,000 


last year’s. 


Who designs the new industrial machinery? 


Who creates the new appliances you see in 
the shop windows and magazine acvertise- 


ments? 


Who designed the new cars at the Show? 
Who designs the new machine tools? 


Who develops and designs the new stream- 
line trains, the new airplanes, the new oil 


boilers? 


Who selects the materials, the bearings, the 
motors, the paints and lacquers, and so on, 


for these new things? 


Whom must you sell to get your product 


adopted ? 


. . . The Product Engineering readers . . . 
chief engineers, vice-presidents in charge of 
engineering, chief 
engineers. 


draftsmen, development 


Intensive design is going on everywhere. 15 
per cent more men are employed today in en- 
gineering design departments than a year ago! 


Avidly these men are searching for new mate- 
rials, new parts, new finishes, new ideas in de- 
sign...to make this year’s product outsell 


Product Engineering feeds them this informa- 
tion every 30 days. In February, for instance... 


Vital Trends in Automobile Design . . . 1930-1935. 


New types of construction, new parts, materials, 


finishes, adopted year by year . . . results obtained 
... design features of 1935 models . . . opinions 
by outstanding automotive engineers. 


Modern Motor Controls . . . Machine tools are 


critical speeds. 


showing the way in advanced electric control, mul- 
tiple-motors, limit switches, magnetic clutches, etc. 


How to Lubricate Ball Bearings. be of oil and 
grease to use... i 


tests, charts, specifications. 


Vibration ... Intensified by the demand for high- 
er speeds . . . simple mathematics for finding out 


Built-In Lighting Equipment . . . For many ma- 
chines, vehicles, appliances, an increasing neces- 
sity. Here are the tables, charts, formulas, which 
the machine designer, needs. 


News of the Profession ... New materials, parts, 


get it. 


engineering developments. 


This information is what engineers need. 8,000 
of them subscribe to Product Engineering to 


Product Engineering’s circulation is all paid. 
That’s how you know the paper has the solid 
acceptance of its readers. 


PRODUCT ENGINEERING 
A McGraw-Hill Publication 
330 W. 42nd St., New York 


Advertise in the key publication 
of this quantity market 


Included among members of the 
Institute, which received its state 
charter last week, will be manufac- 
turers of all men’s, women’s and 
children’s knitted outerwear, in- 
cluding bathing suits. The organ- 
ization committee includes Iser Pe- 
ter Cohen, president, Cohen Bros. 
Corporation, Phil Leff and Harold 
R. Lhowitz, knitted outerwear code 
authority. The Hicks Advertising 
Agency has been retained. 


Ford to Stage 
Large Exhibit 
At San Diego 


Dearborn, Mich., Jan. 31.—Final 
agreement has been reached under 
which the Ford Motor Company 
will stage an industrial and educa- 
tional exhibit at the California Pa- 
cific International Exposition to be 
held May 29-Nov. 11 at San Diego, 
Cal. 

The exhibit will portray modern 
industry, agriculture and transpor- 
tation, and will in no point dupli- 
cate the Ford exhibit at A Century 
of Progress exposition at Chicago in 
1934, it is said. 

The Ford display will be housed 
in a permanent building, construc- 
tion of which will start within a 
week. Nearby, at one side, will be 
a Ford amphitheater, seating 3,000, 
where concerts and other attrac- 
tions will be staged. 

In Detroit in 1933, the Ford Motor 
Company first put on the industrial 
type of exposition. In December of 
that year the company staged an- 
other exposition in New York, with 
such success that it embarked upon 
its elaborate exhibit at Chicago last 
year. The company hopes to make 
the exhibit at San Diego “the best 
yet,” according to Edsel B. Ford, 
president. 

The international exposition is to 
be held in Balboa Park, a_land- 
scaped and wooded area of 1,400 
acres, which, although located in the 
heart of San Diego, is so elevated 
that it overlooks the Pacific Ocean, 
two miles away. The exposition will 
cover 500 acres. 


Adopts Spiral Binding 

With the February issue, Inland 
Topics, Chicago, will appear with 
spiral binding. According to its pub- 
lishers, it will be the first magazine 
with newsstand circulation to be 
bound in that form. 


Two for Frankel-Rose 


Health Pharmaceutical Company 
and Foley & Co., Chicago manufactur- 
ers of proprietary remedies, have 
placed their accounts with Frankel- 
Rose Company, Chicago agency. 


BACKS SAMPLING 


TEE BATTLE CREEK FOOD COMPANY, BATTLE CREEK, MIC 
You'll eat it because you like it . . . not becanse you need it 


The Battle Creek Food Company 
used this five-column newspaper 
copy in Detroit last week to back 
up a local sampling drive on 


Krusty Bran. 


Appointed by 


Evergreen Group 


The Vancouver office of Cockfield 
Brown & Co., Canadian advertising 
agency, has been awarded the account 
of the Evergreen Playgrounds Asso- 
ciation, of Oregon, Washington, and 
British Columbia. 

The organization was formerly 
known as Puget Sounders and Brit- 
ish Columbians Associated, for which 
the same company was advertising 
agent. This year the budget has 
been increased by $10,000, and now 
allows $24,000 for advertising, and 
$4,000 for literature. 


Sydney Agency Has Radio 
Studio in New Quarters 


To celebrate the opening of new 
head offices in the Warwick Bldg., 
Sydney, Australia, the Goldberg Ad- 
vertising Agency, Ltd., recently held 
a cocktail party in its new quarters. 
Over 200 people, including govern- 
ment ministers, leading business men 
of the city and press representatives 
attended. 

A feature of the occasion was the 
broadcasting of speeches and enter- 
tainment from the agency’s own 
radio studio, the first studio in Aus- 
tralia to be designed and constructed 
by sound engineers outside of a 
broadcasting station. 


Joins Randell Studios 


R. B. Darling has become associ- 
ated in a sales and contact capacity 
with Randell Studios, 410 N. Michi- 
gan Ave., Chicago, specialists in 
photo retouching and pen-and-ink 
illustration. 


No.2 


MS 


Sirs:- 
Stop! Don't send me 


Post Road, I have been deni 


my license. 


"..L just break down and weep” 


TIME any more. Since that 


night I drove through a silent policeman on the Boston 


ed a driver's license. And 


when I pore over all those wonderful new car models in 
TIME (I understand only the Saturday Evening Post carries 
more automotive advertising) I just break down and weep. 
Count on my return to the fold when, or if, I get back 


Mournfully yours, 


L.B. 


eri ee = 


—heae = i ie ss geist OR, SM S59 3 ‘I Re Bc tees 5 ie wie \ y : Bejcc ' : at clade oe ‘ = = : me i hom ii Pa 
ch tee 
Pek ee ————————————————E—E——————————eeEE 
si | | | | | Se 
* ‘ | 
72 ®ar, & 
iy) . 
ee | "Oe Ce ¥ Pe 
| 8u Tor 7 ®tr,, bes- SraY 
| a ®Pe,, re ne hy Sh, 
7a, re. 
‘ Sead a lu 
ry 2 £5 etna i. 
. e* - 
bi ‘he WY 
| | ek. 
“ uA 
x, Re 480 eeotte ty 
i etme an IN 
= a “. = eS se mts ~ 
aD ~y) = ma We m4 
| a Say 
: J Biterneen  \\ “out Pe 
en ntnmaiiiman ie omen pers 
ee ; } : e Messenge: Will Ni nS os 
% _ nie pe 3 
Naa Pe 
Pee eerg Yon fl fed + gmat cw west oe etch when yen wast ¢ eat tome ¢s 
Ce ate seer dnomerp thin cook KRUSTY cmos. 
eehae) BAS — che ee fond diecwnery | (very cota, crunchy bene wt bemaita 
> ; rr 10s wheats Rene co rmmd, bet deem 'Y yoo Rendenerety 
; Paty eo 
* rales Can prctethetteses tmmnonees womyt sad comple 
. | te actin of ~tete trae Oo ore Sete se es 
et RESIST key naan ee me oe 
ee Se Sees 
ote, SST Se ST ae ees 
meee: | Stathers Scorer 
Biro jis } 
ie ae 
ee 
1 
See | 
re ——————————— 
; = by oe 
‘oe —_-—- 
ii isd 
aS te ive | 
BR a: | 
tha 
BY yok 
marge ——— 
re pens ————S=_ _ _ _ EEE EE 
4 “ 
ao ee aay 
Ne tag? et ‘ 
— ee 
, that P| AnOown 
* 
cad 
Maen? ees 
wih eee 
ee TE 
ye oa 
iat 
ited 
zi ‘a are 
me. Fes 
~ en oe 
Ai: 
i 
——SEE | 
a ea 
ee rsa 
et 
ees ie Be 
aly 
eco 
= _ ae | 
Po 
‘ | pe 
oe 
Ae 
one 77 
Bee a 
oe Pe ; 
é J 100.27 
ny 
re ees 
re 
ee 
; . 
ZA\\ 
- Pas |\\ 
a Oa \ 
| ppgpuct | —_ 
¢ a \ 
ve a i 
: ah\\ 
“ “\\ ee i 
PN a \\\ ee H 
\\\ v 
: i \\\ : 
js A\ a 
eee Tg Oh \\ 5 
et ‘Geet SF 3 side \\ { 
é Seed owe Aa : 
“ 7 as ‘a: z fat 
ee ; Pe 
f= 
. PC 
so Makers ® ie ‘ 
fe 
ina alae > Bob aw eA ee oh teal eT ai ree te, ae aac tae aes Se i alae vag UN oie Ryo Tk nema at) a cme eh Cotte Baad hee cag MOLE ee ng Anat a oe ae ou Oey Teas oat nl i yal d mekitcrea cs ou la per Ml fcel 8 Me eR a A | 0 egret cae eg ele or sa oe ae a Na 
etre Sa eer ed ree ee eee Pioesed ~ rigs ee Ae EN Oo bd oes hie geting SEF ga ae eo eet eee Meee area EKER She Viren aie eeetes uct Tomei Se 1, snes ea geen case as SOIR aN reer hk DE tek 
Bie en ae Rent nae ef yh wenetrenn RN pe teas ie Pp sh Mi eT aT: iE tay SO ae ee ree RMD Mme eho Mel Bree Tr Bet SEG od alain act) SNR palin tA a lee oA Art iter ai * NS SORE ath hen ogy fen ne eae ra mee af Pe Te ceiiy alee Sarat Cle or ie 
AS SAT ok a EMME Se Mg OL SAGs SIN Ree ul set ra pene ie em Rect Chat se Fg NN Seat URe pn aaa REL She Uist Ae eaMea Cr Saye jee rs le BRM ae Ne are el" Ua meg ey Ce eg ee Eee ia we pieces Ce Mie Pe ng oh i PP tel oa OSes esha iby Mpa eh ree eg a. re ene 
a i aes Be es Poe Binley ov eee peeoy Ser ed pe Sane Bc ens Joh Sa eae args! . an? Se eke pened 9S ya a tee Nees Ber, Te eae oles Sic Cer ret ea, ac meg vee See ee ee Seay! ac a ea eres eg Oe, ee ana ene ae Nerf ap ere Pct et ommenyger aeca egies Ce Ma ig hig Ben Maye (are ean a 
Sr iecens: © ess ee Se a het ine irae wage Ss ESI Sacro eerie ON Sty hee FS ee ae gd MAS RET) BR ae Ae IY el tea, ark cape eR Nha ER ce Oa eg GEV CPO RR GSM Cri” Menem OA 5th eR EC Ys Ae ae igeey ce eet eae oa 
ae Tees | CRE ee ian GE RTM Tea pa a pig as ie auras Mean Ge Pg un oy ae TERE ATTY Oe A aL DO a es tame Et eee Rt ee ae Pe eee ee gh ae 


Pn ea ae 


February 2, 1935 ADVERTISING AGE 


OCUSED . . . The best advertising medium focuses the reader’s mind for 
the longest time in a mood favorable to the advertiser . . . The National 
Geographic Magazine concerns man and his world, the most inclusive topic on 
earth. Each copy of The Geographic holds the reader closely for many hours; the 
magazine holds the average subscriber ten years. Thus friendly interest develops, 
confidence is established, customers are obtained. Can advertising do more? 


The National Geographic Magazine, 30 Rockefeller Plaza, in New York City, or 


The Palmolive Building, in Chicago. 


© N. G. M. 1935 
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ADVERTISING AGE 


February 2, 1935 


BUYING HEAVY, 
LINEAGE LIGHT 
FOR SHOW WEEK 


Automotive Field Maneuver- 
ing for Positions 


Chicago, Feb. 1.—With sponsor- 
ship passed into the hands of deal- 
ers, Chicago’s 35th annual automo- 
bile show opened at the Coliseum 
Saturday night and will run through 
tomorrow. While the car-driving 
public has turned out handsomely to 
view the exhibits and sales are re- 
ported well ahead of last year, ad- 
vertising lineage during the show 
followed the decline noted during 
the corresponding New York dis- 
play. With dealers, rather than 
manufacturers at the helm, the bat- 
tle line apparently has shifted, and 
advertising money will be invested 
when competition is less intense and 
immediate. 

Though manufacturers are not 
quite as prominent in the advertis- 


ing columns as at previous shows, 
they have been far from idle. Most 
of the car makers held dealer meet- 
ings during the week, grooming 
their men for valiant deeds in the 
immediate future. Retailers were 
dined, and at times wined, and sent 
back to their respective territories 
convinced that “just around the 
corner” has finally been reached. 


No Competition 


Lack of important competition for 
the Coliseum show is given as the 
main reason for the cut in adver- 
tising lineage, amounting to about 
30 per cent. Heretofore, shows have 
been held all over Chicago, down- 
town hotels being jammed with ex- 
hibits. While Cook County dealers 
held forth at the Edgewater Beach 
with a display, the Coliseum was 


really, as well as_ theoretically, 
headquarters, hence there was no 
reason why any manufacturer 
should get excited. That, appar- 


ently, was the reasoning. 

Ford Motor Company followed the 
policy established in New York and 
participated in the Chicago show, 
so there wasn’t even a fight in 
prospect there. Ford, however, was 
one of the few manufacturers to use 
full pages in newspapers during the 
show. Chevrolet came right back in 
the same vein, these two old rivals 


A Message to Every 
Citrus Grower 
In the Valley - 


‘The Cooperative Marketing Agencies Are Attempting to Lead 
‘You to Beteve that the independent Shippers Are Your Lnemy 


"s Look At the Facts! 


et re ee cee 


CITRUS FIGHT MAKES COPY FOR NEWSPAPERS 


CITRUS GROWERS—WAKE UP 
The Grapefruit Market Is Demoralized 
ITIS UP TO YOU TO SAVE YOURSELVES 


Hope bee a 

sitech onsen iene 

tn Vg ot 
teeth 


Me Grower, What Ave You 


Both of these advertisements appeared as full pages in the Browns- 
ville, Texas, “Herald” last week. They tell the stories of the coop- 
erative citrus marketing agencies and the independent shippers. 


virtually having a monopoly on big 
space. 

One of the well-timed bits of news 
of the week was that of Stude- 
baker’s emergence from_receiver- 
ship, with Harold S. Vance slated 
to become chairman of the board, 
and Paul G. Hoffman, president. 
Independents were _ considerably 
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Published by RUTHRAUFF & RYAN, INC., Advertising 


IN? 8] Compiled by the 


MARKETING & RESEARCH STAFF 


The information below, gathered by the 
Marketing ¢ Research Staff of Ruth- 
rauff > Ryan, Inc., is a by-product of its 
—— work. Formerly it was 

g from time to time to mem of 
its own staff, and to a limited number 
of executives in other organizations. It 
occurs that many business men might 
find in such material occasional items 
of interest and value. 


The Chicago World’s Fair attracted 
16,000,000 paid admissions in 1934 
and a total of 38,000,000 in the two 
years of its operation. Its visitors 
spentcloseto60 million dollarswithin 
the grounds of the Exposition alone, 
and several hundred million more in 
Chicago hotels and stores. 
Other attractions, not quite as unique 
and costly as the World’s Fair, but 
always popular,are the national parks. 
Visitors to the parks have increased 
considerably in the past few years, 
with 1934 setting a record attend- 
ance of 3,964,720 persons. 


Two American-made products which 
have excellent foreign markets are 


The milkman is becoming quite di- 
versified in his line of products: Not 
only does he deliver orange juice, 

, cheese and milk to New York 
residents, but in Providence he has 
added oysters to his morning deliv- 
eries. 


The new ruling prohibiting Germans 
to take more than 10 marks out of 
Germany makes it virtually impossi- 
ble for the people to travel outside 
of their own country. 


The tie that binds...In 1933 the 
marin rate showed an increase of 
over 4% in 21 states, in contrast to 
an average annual drop of 7% from 
1929 to 1932. Indications for this 
year point to a further increase. 


One example of the far reachin 
eflects of advertising is illustrate 
by a recent sale closed by one of 
Ruthrauff & Ryan’s clients. A Ceylon 
planter subscribed to Arthur Mur- 
ray’s School of Dancing correspond- 
ence course to learn the Carioca! 


One successful method of persuading 
men to discard their old straw hats 
in favor of new Fall headgear, was 
that recently employed by Roanoke, 
Va. merchants. In exchange for his 
hat, each man was givena theatre 
ticket. 3,386 men took advantage of 
the offer. The “finishing touch” to 
theidea was aparade through Roanoke 
streets—the participants being goats, 
whose reward was 3,386 straw hats. 


Although Switzerland’s population 
is only 4,000,000, close to 500 daily 
newspapers are published there; 
whereas Great Britain, with over 54 
million people, has only 158 daily 
papers. 

According to one authority, the food 
requirements of the body increase 
10% when one arises after a period 


cheered up by these tidings, which 
they construed to mean that the 
“Big Three” is not invulnerable 
after all. 

A Stanley Steamer was on dis- 
play at the show. Harry W. Gaha- 
gan, one-time real estate expert, is 
president of the new Stanley Steam 
Motors Corporation, and hopes to 
sell enough stock to resume manu- 
facturing of the steamer. 


Deserts Advertising to 
Work with Eddie Cantor 


Harry Einstein, the Boston adver- 
tising man who became a _ radio 
comedian, is taking a year’s leave of 
absence from his position as adver- 
tising manager of Kane’s, New Eng- 
land furniture chain, to work with 
Eddie Cantor on the radio in vaude- 
ville and motion pictures, and on the 
latter’s writing staff. 

Mr. Einstein, in his character of 
Nick Parkyakakas, has previously 
appeared with Eddie Cantor on the 
radio, but until the present has con- 
sidered that work as a sideline to his 
advertising position. Eddie Cantor 
has predicted that Mr. Einstein will 
be known as one of the foremost 
comedians in the country within one 
year. He will make his headquarters 
in New York. 


CURE-ALLCLAIMS 
OF REMEDIES HIT 
IN DETROIT COPY 


Detroit, Mich., Jan. 31.—A warn- 
ing to the public against accepting 
the advertising statements of cer- 
tain medicine manufacturers as 
gospel truth, with the assertion that 
some claims are greatly exaggerated, 
was issued in the form of half-pages 
in each of the three metropolitan 
dailies by Kinsel’s drug stores, im- 
portant local chain, this week. 

The advertisement was captioned: 
“To all who suffer—we tell the 
truth and shame the devil.” 

“Shall the sick and ailing be mis- 
led by questionable authority advo- 
cating universal remedies for a few 
cents?” copy asks. “Or shall we 
heed the words of Emerson, who 
said: ‘Truth is always present; it 
only needs to lift the iron lids of 
the mind’s eye to read its oracles.’ 

“Truth rebukes the statement 
that you can buy a universal rem- 
edy which will correct most of the 
ailments that assail the flesh. Truth 
denies any medicine manufacturer 
or druggist the right to counter pre- 
scribe with safety and _ success. 
Only a physician is qualified to pre- 
scribe medicines which are known 
to be helpful in individual cases. 

“Kinsel’s look to truth as pro- 
nounced by physicians for authority 
on medicine; and Kinsel’s warn the 
public against accepting the adver- 
tising statements of certain medi- 
cine manufacturers as authority for 
truth. Irreparable harm may follow 
self-dosing with unknown medicines 
whose claims we believe are widely 
exaggerated.” 

After urging the reader to consult 
his physician first if he is ill, Kin- 
sel’s invites him to ask his own 
physician “to substantiate the state- 
ments contained in this advertise- 
ment or write to the Wayne County 
Medical Society.” 
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A PROFITABLE MARKET 


Southwestern Iowa people spend a 
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of relaxation; are doubled when a 
person walks, and become 10 times 
made with wine. For those who dis- | as great when one is very active and 
‘andl to ieee alee 60 of the like plain spinach, there’s the “Spin- works hard. 
oulhds ere of Ammesieen make ach Loaf”—a mixture of spinach and ws 

r beef. One of the latest food fads is | Another striking example of the 
rice in various colors. For those who | success of aggressive advertising and 
like hot stuff, Bahama mustard is a | sales efforts is indicated in the report 
new preparation made from various | of the Wolverine Shoe Corporation 
Spices. for 1934. This company — whose 
advertising is prepared by Ruthrauff 
& Ryan—manufactures merchandise 
of a + quality than most other 
work shoe makers. Naturally prices 
are somewhat higher than their com- 
petitors. Yet during 1934 sales were 
greater than at any time in the history 
of the business. 


Interesting new products: A Boston 


automobiles and radios. Approxi- firm is introducing a new frankfurter 


mately 12% of American automobiles 
are sold outside of the United States, 


vast sum each year in the retail stores 
of Council Bluffs. This great market 
should be seriously considered when 
advertising appropriations are made. ) 

Two-thirds the retail sales volume 
in Council Bluffs is from out-of-town 
buyers—indisputable evidence of the 
value of this market. 

Access to the homes of more than 
15,000. families plus an active and 
aggressive merchandising service is 
included in the advantages of lineage 
in this newspaper, which exclusively 
serves Southwestern Iowa! 


And music that satisfies . .. In Great 
Britain patents are being sought for 
a phonograph record made of choc- 
olate which can be eaten when one 
becomes tired of hearing a particular 
tune. 


A new use has been found for that 
famous German food— sauerkraut. 
Valuable velvet rugs and tapestries 
in the National German Museum are 
cleaned with it. 


Acurtailed market, yethistory-making 
sales! Even + iene stagnation in the 
building industry has considerably 
reduced the market for work clothing, 
the H. D. Lee Mercantile Company 
—world’s largest manufacturers of 
overalls and work clothing—enjoyed 
a record-breaking sales volume for 
1934. Lee advertising is prepared by 
Ruthrauft & Ryan. 


There are Ruthrauff & Ryan Offices 
at 405 Lexington Avenuein NewYork, 
360 North Michigan Avenue in Chi- 
cago, and in Detroit, St. Louis, Kansas 
City, San Francisco, Los Angeles and 
Seattle. 


Failure by Norway doctors to write 
prescriptions legibly often results in 
their being subject to three months’ 
imprisonment. 
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you have any doubt lefi about a Comic Weekly Schedule 
just ‘ASK THE MAN WHO RUNS ONE!" 
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Camel Cigarettes Postum 

Coca-Cola Quaker Puffed Rice 
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Heinz Rice Flakes Ralston Wheat Cereal 

Lifebuoy Soap Rinso 

Lux Royal Gelatine 

Lux Toilet Soap Wrigley’s Chewing Gum 
Yeast Foam Tablets 
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DELIVERED to more than 5,500,000 typical American Homes 
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Get the Details Now. Write or Phone 
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This single-column advertisement 

for Sutton & Sons, Ltd., Reading, 

England, tells readers to send their 

orders and checks for catalogs to 

N. W. Ayer & Son, Philadelphia, 

and thus "save several weeks’ valu- 
able time." 


EMOTIONAL THEME 
TO BE USED AGAIN 
IN FLOWER DRIVE 


Detroit, Mich., Jan. 31.—Because 
past experience has shown that 
flower sales can be increased only 
through stress on sentiment, the 
19385 advertising of the Florists’ 
Telegraph Delivery Association will 
again appeal to the emotions. 

At the association’s annual board 
meeting here, it was decided to con- 
tinue the program of national adver- 
tising begun in 1934 and to make the 
new campaign one of the largest in 
its history. 

In voting unanimously for the new 
advertising and merchandising cam- 
paign, the directors voiced their be- 
lief that the 1934 effort had been re- 
sponsible for the large increase in 
volume of flowers-by-wire business 
the association enjoyed during most 
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FALLACIES OF ADVERTISING 


“Well AdvertiseWhen Things 


Get Better’ 


IN business, doing nothing about 
a problem never is thesolution. The 
reason: Somewhere, somebody else 
probably is doing something. 
Today, all over the country, 
is shaking 
from its lethargy. Business men 
see certain lines slowly gaining in 
sales. They see other lines stopping 


management 


itself 


their downward trends. They sense 


of the year. Brooke, Smith & French, 


Inc., has been reappointed advertis- 
ing and merchandising counsel of 
the association, which has interna- 
tional headquarters in Detroit. 

The 1935 copy will appear in twice 
as many national magazines as last 
year. Mediums selected are The 


a willingness to spend, rather than 
clutch money, on the part of con- 


sumers. 


AS an advertising man you resent 
unfair attacks upon the integrity 
of your profession. You appreciate 
a defense like this spread before 
260,000 fellow business men, your 
clients. Q@Every business suffers 
likewise from fallacious thinking— 


coal, ice, banks, railroads, whole- 
salers. They likewise esteem a 
stout defender. Q@For 20 years 
NATION’S BUSINESS has fought 
popular fallacies of every busi- 
ness. That is one reason why it 
holds the loyalty of its readers. 


As a result, advertising appropriations 
are being stepped up. In 11 months of 
1934, 23% more was spent in national 
magazines than in the corresponding 
months of 1933. Similar increased ex- 
penditures are being made in radio, 
newspaper advertising, and outdoor dis- 
plays. This is the strongest indication 
that somebody is doing something 
about getting business. A waiting policy 
has become dangerous now. 


American Magazine, Collier’s, Cosmo- 
politan, Holland’s, Liberty, Literary 
Digest, Saturday Evening Post, and 
Time. Advertisements will appear 
more frequently than last year and 
over a longer period of time. 

“The appeal of the advertisements 
will be emotional, as was the case 
last year,” said Thomas C. Luke, 
Portland, Ore., chairman of the ad- 
vertising committee. “It was demon- 
strated te us that beyond a doubt, 
flowers could be sold in increasing 
volume only by appealing to the 
sentiments. Cold logic has no place 
in flower advertisements—in any ad- 
vertisements, for that matter. 

“So our new advertisements will 
continue to portray the wistful loneli- 
ness of those who are neglected and 
the swift happiness that comes with 
a gift of flowers.” 


It is fallacious reasoning to say, “‘We’ll 
advertise when things get better.” It is 
wiser to say, ‘“‘We’ll study trends and 
increase our advertising to help make 
things get better.” It isn’t the ‘‘times”’ 
. . . it’s the buying mood of prospects 
that counts... and it’s advertising that 
stimulates the buying mood. 


eH NATION'S BUSINESS 


260,000 CIRCULATION 
PUBLISHED MONTHLY AT WASHINGTON BY THE 


1934 Program a Success 


The association’s well-known slo 
gan, “Say It with Flowers,” will be 
prominently featured throughout the 
1935 drive. Prior to 1934, the slogan 
fell into comparative disuse, but was 
later resurrected, as the association 
regards it as one of the most apt ad- 
vertising lines ever devised. 

Launched early in March, the 1934 
program began to show results 
within 30 days, according to Mr. 
Luke. March figures showed a sub- 


UNITED STATES CHAMBER OF COMMERCE 


stantial increase, and the figures for 
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ADVERTISING AGE 


February 2, 1935 


Four Name Goldman 


I. A. Goldman & Co., Baltimore 
agency, has been appointed to handle 
the advertising accounts of the in- 
dustrial division of the Finance 
Company of America, Baltimore; 
Davis Drug Company, manufacturing 
chemist, for whom the agency will 
market Asphenca tablets and other 
products; Gilbert Cummins Com- 
pany, Baltimore, gold refiner; and 
Maryland Distillers Products Cor- 
poration, Baltimore, marketing 
Cream of Maryland whiskey. 


Basford Elects Leech 


W. S. Leech, for several years 
manager of the Pittsburgh office of 
the G. M. Basford Company, New 
York industrial marketing and ad- 
vertising firm, has been elected vice- 
president of the company, in charge 
of its Pittsburgh office. 


To Announce New Rates 


Effective at once, orders will be 
accepted for The American Home at 
prevailing rates only through the Au- 
gust issue. Orders received for is- 
sues beyond that date will be exe- 
cuted at rates then prevailing. Con- 
tinued growth of circulation has ex- 
ceeded the guarantee of 500,000 
which became effective with the 
February issue. 


To “Dress Accessories” 


Katherine Casey, a director of the 
Fashion Group, and former director 
of the Hahn Department Stores’ 
fashion information bureau, has been 
appointed fashion editor of Dress 
Accessories, New York. The publica- 
tion has changed its format and en- 
larged its size to 9 by 12 inches. Ad- 
vertising rates will be increased in 
February. 


LEADERS WILL 
ADDRESS FIFTH 
PACKAGE SHOW 


New York, Jan. 31.—All important 
phases of packaging, packing and 
shipping will be covered by a list of 
outstanding speakers at the four-day 
conference and clinic to be held in 
conjunction with the Fifth Packag- 
ing Exposition, at the Palmer House, 
Chicago, March 5-8, according to Al- 
vin E. Dodd, managing director of 
the American Management Associa- 


tion, sponsor of the Packaging Ex- 
position. 

Irwin D. Wolf, of the Kaufmann 
Department Store, and an A. M. A. 
vice-president, will preside at ses- 
sions the opening day, Progress Day, 
which will be featured by a discus- 
sion of governmental activities relat- 
ing to packaging. 

On the same program, William 
Guyer, sales promotion manager of 
Seagram Distillers Corporation, will 
describe how “A New-Old Industry 
Looks at Packaging.” Other talks 
will deal with merchandising re- 
search and coordination of packaging 
effort. D. E. A. Charlton, editor of 
Modern Packaging, will summarize 
the program. 

On Tuesday evening, the annual 
banquet will be held. Presiding will 


be W. J. Donald, managing director, 


181 Ervms Advertised 285 Products 
in Chatelaine during 1934 


Chatelaine had a linage increase in 1934 of 54,062 lines over 1933 — an average of 4,505 lines per issue. 
This period contained no special issues—the linage i is entirely made up of regularly-scheduled campaigns from 
advertisers who by experience and investigation have proven the exceptional reader interest of Chatelaine. 
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Fndex ot Aaverticers 


NLY worthy products and services are accepted for introduction to Chatelaine homes 
through the advertising pages of Chatelaine. Readers, therefore, can buy the lines adver- 
tised in Chatelaine with confidence of satisfactory service. By insisting on trade-marked lines of 
known quality and value, Chatelaine readers avoid costly mistakes when buying for their homes. 
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National Electrical Manufacturers 
Association. Presentation of the A. 
M. A. awards for distinctive merit in 
packaging will be made by L. R. 
Boulware, Easy Washing Machine 
Corporation, an A. M. A. vice-presi- 
dent. The Wolf trophy will be 
awarded by Mr. Wolf. 

Marketing Day, the second day, 
will be devoted to discussion of pack- 
age design. Speakers will include 
Paul S. Willis, president, Associated 
Grocery Manufacturers of America; 
Gilbert Farrar, American Type 
Founders; Leo Nejelski, advertising 
manager, Swift & Co.; and C. B. Lar- 
rabee, managing editor, Printers’ 
Ink. 


Discuss Production Problems 


Thursday, March 7, designated 
Production Day, will be devoted to 
a study of packaging machinery and 
packing and shipping problems. At 
the morning conference on packing 
and shipping, Francis Chilson, con- 
sulting packaging engineer, will pre- 
side. Among those who will speak 
are George F. Pond, Pneumatic Scale 
Corporation; J. L. Ferguson, presi- 
dent, J. L. Ferguson Company; F. B. 
Redington, president, F. B. Reding- 
ton Company; Dr. G. F. DesAutes, 
Kalamazoo Vegetable Parchment 
Company; Charles F. Clarkson, vice- 
president, International Printing Ink 
Corporation; and Dr. L. V. Burton, 
editor, Food Industries. 

At the afternoon conference on 
packing and shipping, E. E. Ames, 
of the General Box Company, Chi- 
cago, and an A. M. A. vice-president, 
will preside. Speakers will include 
J. D. Malcomson, Robert Gair Com- 
pany; Don L. Quinn, Don L. Quinn 
Company; and Edward Dahill, Jr., 
Freight Container Bureau of the 
American Railway Association. 

Friday, Materials Day, will be de- 
voted to talks on glass containers, 
closures for glass containers, special 
papers, transparent materials, tin 
containers, and use of plastics in 
packaging. Among speakers will be 
Allan Brown, advertising manager, 
Bakelite Corporation, and Marshall 
Heywood, president, Packaging Di- 
gest. 

A special “Then and Now” sym- 
posium will be held Wednesday 
afternoon, March 6, when various re- 
designed packages will be compared 
with their predecessors. Arthur S. 
Allen, package designer, will be 
chairman. On Friday afternoon a 
packaging clinic will be held. 

For the most effective packages 
developed and placed on the market 
between Jan. 1, 1934, and Jan. 1, 
1935, a new series of awards for dis- 
tinctive merit in packaging design is 
being presented by the A. M. A., the 
awards to supplement the fourth 
Irwin D. Wolf trophy, which remains 
the high award in packaging design. 
The A. M. A. is also offering a new 
list of awards for distinctive merit 
in technical packaging development, 
for the most important new technical 
developments embodied in packages 
placed on the market between Jan. 
1, 1933, and Jan. 1, 1935. Copies of 
rules for the two contests are avail- 
able from the packaging awards ad- 
ministration, American Management 
Association, 232 Madison Ave., New 
York. 


D. M. Shaw Joins “Post” 


Advertising Department 


D. Minard Shaw, formerly sales 
manager of the Philadelphia stores 
of Sears, Roebuck & Co. and sales 
promotion counsel for that com- 
pany’s class “A” stores from Wash- 
ington to Boston, has been appointed 
lceal advertising manager of the 
New York Post. 

At one time owner and publisher 
of the Pittsburgh Index, Mr. Shaw 
later became advertising manager of 
the Pittsburgh Dispatch. Among his 
advertising posts were the advertis- 
ing managership of the eastern divi- 
sion, Ford Motor Company, and the 
vice-presidency of MacManus, Inc., 
Detroit advertising agency. 


Ketcham Opens Office 


Howard Ketcham, for the last 
eight years identified with color ap- 
peal in product design, has opened 
an office at 545 Fifth Ave., New York, 
where he will specialize in commer- 
cial phases of color in industry. He 
will continue his work for E. I. 
du Pont de Nemours & Co. as color 
consultant. 


oe Pe S ‘ e ie Fs = ‘ esas 5 < * > ‘a c. . AF a e 

: 

— 

i ; Serr reeeeereeeeneeeneeeentneemmenmerererrrneennne i, 
pees 7 PL 
: a a _ 

| 
Mee | 
abe < = i 
Maen ee ; 
ie Oe ‘ | 
Tas 
aan eee 
Peele ; ’ | | 
Met ee ff? OX 
fear pes 
iii a SSS? 
Soa bese 
ag oS 
re aah ee 
ee ath : 
Be ts 
rec ie J 
foe #9 
i oa hia 
[Si gga 
Paes ss 
an ones 
a: 
ee oa 
i ae 
ip om ‘ 
ee 
ee ae 
Sate c ig ata 
Sc Ne Peat {a 28? 9 
ee: eat ae pig 
ee ee : Baty 
ee *o ae eae pees! 8 Te 
sat . mia. Sth S Dt at gel 
ys I hi nati all hae Reman Fi 
hf fe Me sg 2s 
if ORR. > eee 6 
is es Sa eS at 
ee , ; eer 
os abel iy ie Ba - 
ae ep re see ; 
Kee Cty ae * 
“i ee x 
: Sep Maren teas a 
, | | i : | Po 
Pye = Po 
ae 
peor aes | 
Breet Eagle Bre fill 
test cs 
* | 
ae eae 
5 Biss 

y 

ete 
Mes in 
a nae 
oe aa 
ei a 

eee 
aa f 

a 
es a 
jemaronte . Otd 
scl: P| 
eee 

oes 
! 4 
: } - 
; 
' Hourd and Company Limited: Waterman, L. E., Company Limited 27 we, 
. Q x 
! Hourd Folding Tebles .......+ Western Canada Flour Mills Co., Ltd.: ts j 
{ a, S = & Company: Purity Cook Book : re 2 s 
| ruschen Salts Reeesecs-coveee Wildroot Limited: : 
Hurlbut Shoes ......0eccesssseeseee ‘ 
o imited: | 
1 ..% : 
Es 82 q 
Chatelaine ited oe 
w 
= “8 : 
3 Young, W. F., Ines = PO 
Aesettlae M. ...02-cen-secqconee @ 
mpene 8 >a1es ompany © 
Canada nited " 24 
Zonite Products Corporation Limited: 
Zohite Antiseptic .....6 © 2.00. © 
i | 
‘ mn 
- 
EOP en er RSE, alate aes Poe eT eA en Ac. En rte, AN eae aL Peete AS er oe ost, 4 | en : ee Vo ae ee oe Shake Sr Crk st , 

Oe rk be Be. tee hse ey te Se Gwe uA ale tg mc CARON eae AT Sho aS ig Ne oan, rae ieee ae cme MeN MURS BTEC A git rare = hire Ge eegmin oom a eng. ee i gin fia Mee gen Repo wenden Shes i> 5 PSAs pe Na ae we com pene 2 ee OT 7. 9 a Seas ics eae x Saar? er oh 
eat erie areas. sult SS Saati baa eer let Eire Se alee aa Po SE a as, eee sah oo aes ae geal is mea eee cle hel ON tunes es, 7 pitetha. 2-3 ue eee ae ee eR el RIE, (gern. tent cea hare | 
Per GPRS Vere SN OIERD De Ro age ae Se see es ae “4 Bi eet Dees Ah sets Set ees pt eats Pps sia Cea Carta: Rane We asl) Os eae es 8 Hbeg eae yin Rs gs hae POR MRT oe Te pat mete} at Ve lig ie As sl re eS a aE Nao ley, Pee eRe RY 4 uk TURAN hla Sea a Cee note 
“f SS | lege ho a ey ise : pie t Po St ee a ey : iS yea ae Pe) : a tee ae ae Rips a pee ss ye ee rapier aT Pe eM IG cing a agen chon ote ihe tir Leen mii Rae Be res me ik Eales Ep raire 
Watt BT < es ts Uo me ae aeaee ae sen De Sees rsa ; : ed ea ee ‘ ! : é Bees At Pe ae : fe a ir ae et ly Stee erates Seca vs ae hia Sc Spslbge LI pce nara tiaiemnes Sahn ee ewig. Ce 
ie Sol ott ae a Mc Geena UCR avenger: 8S) oe Denc0s ie Re Ch Une so Rea yal tei ae 6 ch Se es a pa eee ELS Nee OU cr 7 4 otk Cae ME fee eae ret oe Sra, eee Se 1 eran Ree ii Ya Riek re 8 a ae eet eee eye ki oa clear a 
Te Pink a Ps ean So) ee on ras ee Ds cea 2, 9 = ARERR ORM). Fyre ge oe eR Rat ae poe Bp a ree ia ae te | ee awe Mec) 2 9S Seen cae De N ER here, Th ae oie > oo pte 2 ate Dei oe“ ent Ba | SS OEe AS pester SS ap a eae and {ise A538 Cats on 
2 ae ge meas Es Vy aie: WMG SS nS Aaa I ae fe Le - oe eg ope sab) Sites x, et Sp aeed Be ig are tee eee Sc RE os Slat ya ey ae SETAE Ce MAE Se ee Pe STO eee be Geet Sag et ee a ee pall ete kN as Cie Seam ac | alia sf Se aaa ant 
en eee: Pago re she! wali Sees Go. ohn caecum ee arf Serta. Bh ys eae at cate egran Soeeeae Eras ov at see ae ga ae di if eas Bia cha eer te Py) aes Racers ARVs ieee 
sie ies AM ae ae MIE Ian eget nt we a eR sn 5 DEM fait gets) ease ie Sloat ea MERE EE 0 A xs atten Nanette wl 2)" fl aN OW naam ah ON WSS Ng NG Nore po i in a a Me oe cn vy Seen oe Fe ae Pee ee etch es ee eres , etna © 5 + ae Mgrs CR ae UT eae ae 


{ 
) 


\ GEORGE A. McDEVITT CO., National Advertising Representatives . . 


February 2, 1935 


ADVERTISING AGE 


21 


ADVERTISING 


The Chicago Daily News, running true to form, in 1934 carried 
1,106,141 more lines of FOOD ADVERTISING than the first morning 
paper and 792,705 more lines than the second evening newspaper. 


they don’t think 
food, buy food or eat food on suburban 


NE thing is sure... 


trains ... on the way to work right after break- 
fast. And father, downtown, doesn’t phone in 
the grocery order. Food is essentially a home 
topic, a home problem and a home choice... . all 
the figuring in the world will never change that. 
And the newspaper which is known to havea real 


HOME COVERAGE will always remain the 
real medium for food advertising. Leadership 
has so long been the possession of The Daily 
News that it has become traditional. And 
leadership is yours, too, if you follow the leaders 
into the leading HOME COVERAGE news- 
paper in the Chicago market . . . every informed 
food advertiser SAYS SO... with LINAGE. 


Total Grocery Advertising in Chicago Newspapers 


Year 1934 
RETAIL GENERAL TOTAL 
gg. us csv ciakiindoaauol. avec 1,038,730 626,658 1,665,388 
ek. 0 yo oh hav Sa akoneeedel oem 417,976 454,707 872,683 
nic vec cnnwencusenn that 188,019 371,228 559,247 
I iv csvcvece cen debivileds cette leh Bik 146183 183,171 329,354 
DAILY HERALD-EXAMINER................ ccc cece cccceeeeeees 198,876 107,465 306,341 
SUNDAY HERALD-EXAMINER................... 0-2-0 cece eee. 50,104 298,012 348,116 
eT... as pac dee ae ea eee 250,508 59,314 309,822 
5 eee ee 2,410 5,349 7,759 


Authority: Media Records, Inc. 
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Chesman Associated 
with Donahue & Coe 


W. L. Chesman, formerly vice- 
president of the Geyer-Cornell Com- 
pany, has joined Donahue & Coe, 
Inc., New York, in a similar capacity. 

Mr. Chesman was at one time a 
vice-president of Erwin, Wasey & Co., 
and has had a varied product ex- 
perience in servicing national ac- 
counts as an agency executive. 


Ripley Back with G. O. A. 


After four years as director and 
vice-president of Outdoor Advertis- 
ing, Inc., in charge of the Atlanta, 
Ga., office, George Ripley has again 
taken over the management of the 
General Outdoor Advertising Com- 
pany office there. Mr. Ripley has 
been connected with outdoor adver- 
tising in the South for 20 years. 


Allied Service 
Agencies Meet 


(Picture on Page 35) 

St. Louis, Mo., Jan. 31.—Oakleigh 
R. French of Oakleigh R. French, Inc., 
St. Louis, has been appointed to di- 
rect policies and service of the Al- 
lied Service Agencies’ network, 
which held its annual conference at 
the Hotel Kings-Way here Jan. 25-27. 

Agency problems were discussed 
at the three-day conference, includ- 
ing improvement of agency service 
through use of methods designed by 
Lynn W. Ellis, Westport, Conn. 
Speakers at the group’s banquet Jan. 
25 included Joseph Newman, Emer- 
son Electric Company; Enno D. We- 


nius, Anfenger Advertising Agency, 
and W. R. Boyd, Curtis Publishing 
Company. 

Allied Service Agencies’ network 
is a group of independently owned 
and operated advertising agencies 
organized in a national affiliation to 
provide national service and re- 
search facilities for clients. Frank 
G. Japha, Buffalo, N. Y.,who founded 
the network three years ago and has 
acted as director, has resigned, due 
to his connection with the Emerson 
Electric Company. 


Sets New Deadline 


The closing date for advertising 
copy for The Rotarian, Chicago, has 
been changed to the first of the 
month preceding date of issue of the 
magazine. 


Add Sales Course 


Advertising courses sponsored by 
the Adcraft Club of Detroit will open 
for the second semester on Feb. 7, 
with the added feature of a course 
in sales management. The courses 
are conducted at Wayne University. 


Sporer with A. F.-G. L. 


William Sporer, formerly an art 
director at Lord & Thomas, has 
joined Albert Frank-Guenther Law, 
Inc., New York, as head of the art 
department. 


McKeachie to Getchell 

William E. McKeachie, a writer for 
McCann-Erickson, Inc., the past four 
years and formerly with the J. 
Walter Thompson Company in Paris 
and London, has joined the New 
York staff of J. Stirling Getchell, Inc. 


Tn all the 
United States 


-no other market 


The 49® State _ .- 


a 


quite 


like 


HEerE, at the center of the nation’s popu- 
lation and wealth, is a market with one central 
metropolis. 


Highways and habit link the towns in The 
49th State to St. Louis, its capital and distribu- 


tion 


point. This great circular territory (radius 


150 miles) is the sales area assigned to sales 
representatives with St. Louis headquarters. 


The Globe-Democrat, famous newspaper of 
The 49th State, covers this market, reaching 
not only St. Louis, but the rest of this rich 
and responsive territory as well. 


St.Louis Globe-Demorrat 


NEW YORK 
H. Clyde Fisher, 
Graybar Building. 


CHICAGO 
Guy S. Osborn, 


Guy S. Osborn, Scolaro & Meeker, Inc., 


Room 1618—360 N. Michigan Avenue. 
Chas. H. Ravell (Financial Adv.) 


LOS ANGELES 
R. J. Bidwell Company, 
Chamber of Commerce Building. 


332 South La Salle St. 


DETROIT 

J. R. Scolaro, 
Guy S. Osborn, Scolaro & Meeker, 
8-241 General Motors Building 


PORTLAND 
R. J. Bidwell Company, 
3225 N. E. 43d Street. 


SAN FRANCISCO 
R. J. Bidwell Company, 


Inc., 742 Market Street. 


SEATTLE 
R. J. Bidwell Company, 
Lloyd Building. 


JIM BUCHANAN 
DEAD; 60 YEARS 
IN ADVERTISING 


Vallejo, Cal. Jan. 31.—Funeral 
services for James A. Buchanan, 
contemporary of Thompson, Rowell 
and Lord in the advertising field, 
were held here yesterday. Mr. Bu- 
chanan, who was 80 years old, died 
Jan. 24 at Mineral Wells, Tex., where 
he made his home after retiring in 
1932. 

Mr. Buchanan, who was born in 
Philadelphia, found his way into the 
then infant business with N. W. 
Ayer & Son, with which agency he 
spent 40 years. Essentially a sales- 
man, Mr. Buchanan found the busi- 
ness very much to his liking and he 
rapidly aided in extending its bor- 
ders by opening Ayer offices in De- 
troit and Chicago. He managed both 


James A. Buchanan 


of these offices at various times in 
his career. 


After leaving Ayer, Mr. Buchanan 
entered the ranks of publication 
salesmen, in which he stayed for 
about 20 years. One of his asso- 
ciates discussed this period as fol- 
lows: 

How He Did It 


“Jim Buchanan never carried a 
portfolio and didn’t think much of 
the charts and graphs which were 
just beginning to play such an im- 
portant part in advertising. On the 
other hand, he knew everybody and 
could get in any office in the land. 
He could tell his story logically and 
even if he hadn’t been able to do so, 
would have got his share of the bus- 
iness because most agencies and 
many advertisers were anxious to 
use his papers if they could possibly 
find a reason for doing so. While 
this was not the scientific attitude 
toward space buying, it was the 
human leaning toward Jim Buchanan 
that was felt by everyone who knew 
him well.” 


The last half of his twenty years 
as a space salesman was spent with 
the Riddle & Young Company. When 
in September, 1932, Mr. Buchanan 
decided that 60 years in harness was 
enough, his employers took a half- 
page in Printers’ Ink to announce 
his retirement “to enjoy the fruits 
of his labor.” 


Choose A. B. Rotch 


Arthur B. Rotch, editor and pub- 
lisher of the Milford, N. H., Cabinet, 
was elected president of the New 
Hampshire Weekly Publishers Asso- 
ciation at the association’s meeting 
in Boston, Mass., Jan. 26. 


e PHOTOSTATS - 
Vanderbilt 3-3680 
New York a All Branches 
Cleveland: Main 9335 


State 5977 


Chicago For all branches 
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F. & R. LAZARUS & CO. 


Good Housekeeping read by more women 


customers than any other magazine 


In Columbus F. & R. Lazarus & Co. is known as a Inading 
quality store, and nationally as one of the most progressive 


Representatives of Mumm, Romer, 
Robbins & Pearson, Inc. interviewed 1020 
women buying in 16 departments of © 
F. & R. Lazarus & Co., Columbus, Ohio,- 
department store. 


90.8% of these women said they read 
magazines regularly. 


Summary of Interviews 


Question No. 1: “What magazines do you 
yourself read regularly?” 


Question No. 2: “Of these magazines is there 
any one in whose advertising pages you 
have particular confidence?” 


Question 

No.1 No.2 
Good Housekeeping 450 310 
Woman’s Home Companion 255 23 
Ladies’ Home Journal 249 37 
McCall’s 246 42 
Saturday Evening Post — 230 40 
American 229 20 
Cosmopolitan 226 16 
Collier's 185 13 
Delineator 159. 8 
Time 136 19 


First 10 magazines only. Details of the survey in F. & R. 
Lazarus & Co. may be had upon request. This is but one 
of a group of surveys made by advertising agencies among 
women buying in 274 stores of all kinds in 20 cities. 31,520 
women were interviewed, of whom 14,728 were buying in 
17 department stores. 


More readers buying—more readers believing 
in advertising—are good reasons why it 
pays to advertise in Good Housekeeping. 


Good Housekeeping 


Everywoman’s Magazine 


25c a copy; $2.50 per year 
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6 dca editing 1S something like a match. It carries a latent 


power that flares up on contact — fires the imagination of 


the reader—kindles his desire to do—to be—and to have. 


™ American aeons 


The Crowell Publishing Company ... COLLIER’S, WOMAN’S HOME COMPANION, THE AMERICAN MAGAZINE, THE COUNTRY HOME... Combined Circulation Over 8,300,000 
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AIR-CONDITIONED 
TRAINS FEATURE 
NEW S. P. EFFORT 


Magazines, Newspapers Will 
Carry Tourist Copy 


San Francisco, Cal., Jan. 30.—Com- 
pletely air-conditioned trains over all 
lines will be announced early in 
February by the Southern Pacific 
Railway Company, as the first shot 
in the summer travel campaign. 

The Southern Pacific Company’s 
1935 campaign will be built around 
four factors: “Go one way, return 
another,” “Comfort,” “Lower fares,” 
and “Service.” 1934 saw the term- 
ination of the agreement between 
transcontinental railroad companies 
to restrict air-conditioning to a lim- 
ited number of trains. Southern Pa- 
cific plans to be the first carrier to 
announce complete installation of air- 
conditioning. 

The campaign will appear in full 
and half-pages in the Collier’s, Liter- 
ary Digest, News-Week, Time, and 
Saturday Evening Post. A substan- 
tial list of newspapers also will be 
used throughout the East. This sup- 
plementary campaign will appear, 
principally, in those cities where the 
company has general passenger 
agents. 

The copy will follow closely the 
style set up last year. The fact that 
this railroad company has four dis- 
tinct transcontinental lines and of- 
fers such a varied scenic tour neces- 
sitates the use of a good deal of copy. 

In addition both the advertising 
department of the company and the 
agency, Lord & Thomas, feel that 
the amount of money involved in a 
trip across the continent is well 
worth more than a picture and a few 
glowing terms. While fares are 
lower this year than ever before, as 
the copy points, the cost of such a 
trip still constitutes a good slice out 
of the family budget and is worthy 
therefore of as much consideration 
in the advertising as in the minds 
of the prospective customers. 


All Air-Conditioned 


The preliminary announcement 
states that “this summer for the first 
time in history, completely air-con- 
ditioned trains will cross the conti- 
nent on daily schedule. The finest 
trains on Southern Pacific’s Four 
Scenic Routes will be air-conditioned 
from stem to stern—Pullmans, 
coaches, tourist sleeping cars, din- 
ers, lounge cars, club cars, observa- 
tion cars—EVERYTHING!” 

“A Southern Pacific ‘Go one way 
return another’ round trip ticket 
reads like a roll call of the West,” 
copy continues, and describes the 
various points of interest to be seen 
only on the Southern Pacific route. 
The extended follow-up campaign 
will be drawn along the same lines, 
a great deal of copy broken by amus- 
ing little wash drawings. 

Although the advertising is strong- 
ly competitive in regard to ether 
railroad lines, the comfort and serv- 
ice phases of the campaign also con- 
stitute effective answers to the speed 
claims made by the air lines. 

“We look forward to increased 
business in 1935,” F. Q. Tredway, ad- 
vertising manager of the Southern 
Pacific, told ADvERTISING AcE. “Con- 
ditions have definitely improved; this 
is shown by the increase in pas- 
senger travel during 1934. The re- 
ceipts from transcontinental summer 
excursion tickets showed an increase 
of about 50 per cent over 1933 for 
all roads. And this was in the face 
of reduced fares which indicates an 
even greater increase in the number 
of passengers. Travel by private au- 
tomobile is growing every year; how- 
ever, we confidently expect air-condi- 
tioning—complete air-conditioning— 
to bring us a fair share of all tour- 
ist travel.” | 

Plans for the line’s Mexico tourist 
advertising campaign are still in the 
formative stage and will be an- 
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"“Week-end liquor guide" copy 

which features all brands of Na- 

tional Distillers subsidiaries is now 

being run in 12 New York City 

dailies. It features suggested list 

prices. Lawrence Fertig & Co. 
are the agency. 


Cut-Out Stunt 
To Sell Butter 


Chicago, Jan. 31.—With animal 
pictures on cartons of Brookfield 
butter, Swift & Co. are the latest to 
join the growing ranks of manufac- 
turers who are placing their prod- 
ucts in packages which may be 
transformed into children’s play- 
things. 

Ten different cut-outs of Brooksie 
and her pals, the joyous cows and 
their animal friends who have ap- 
peared in Swift magazine advertis- 
ing for Brookfield butter, are printed 
on the cartons. 

The illustrations will appear in 
rotation. In this way, the company 
believes, sales due to the original 
cut-out offer will be repeated, as 
boys and girls will want the com- 
plete set. 

The company is furnishing dealers 
with full-color window streamers 
and counter cards calling attention 
to the free cut-outs. 


National Studios, Inc., 
Acquires Glass & Reed 


National Studios, Inc., composed 
of advertising and catalog artists, 
has acquired the business formerly 
operated by Theodore Glass and B. C. 
Reed as a partnership at 820 N. 
Michigan Ave., Chicago, and has 
opened a new and modern studio at 
840 N. Michigan Ave. 

Theodore Glass, for many years 
connected with large studios in De- 
troit and Chicago, is now studio 
director in charge of national and 
catalog layouts. John H. Stumberg, 
formerly of the Chambers Agency, 
Inc., is general manager. 

Harry E. Ness, formerly of Adver- 
tisers Art Service, Chicago, is sales 
manager. Ray Marty has joined Na- 


and display layout and illustration. 
M. G. Berg, formerly of the M. J. 
Turner Studios, is sales representa- 
tive. 


L. E. Spivak Purchases 
“The American Mercury” 


Lawrence E. Spivak has purchased 
The American Mercury from Alfred 
A. Knopf, Inc. Mr. Knopf was the 
founder of the magazine, the first 
issue of which appeared 11 years ago 
with H. L. Mencken as editor. Mr. 
Spivak, who has been business man- 
ager of the publication for several 
years, will act as publisher. 

Paul Palmer, formerly Sunday edi- 
tor of the New York World and the 
St. Louis Post-Dispatch, has been 
named editor, succeeding Charles 
Angoff. The new publisher and edi- 
tor will take over their duties start- 
ing with the April issue. 

Laurence Stallings, formerly liter- 
ary editor of the New York World 
and the New York Sun, has been ap- 
pointed literary editor under the 


nounced later. 


new management. 


tional Studios in charge of poster]: 


Getting Personal 


A partial merger of two leading agencies and a complete merger 
of two young persons were accomplished January 30, when Marian 
Whipp, BBDO writer, and Don Stewart, of J. W. T., were united in 
matrimony. They will resume their agency duties after a short 
honeymoon. . . 


Bob Misch, A. F.-G. L., represents advertising single-handed and 
likewise holds high the torch for modern light verse in the anthology 
of poetry edited by Louis Kronenberger and published this week by 
Modern Library. Bob contributed “To J. S.,” and the work includes 
excerpts from Bill Shakespeare and other w. k. bards. . . 


Sid (J. W. T.) and Lucille Dean can hardly wait until spring, 
when work will start on their seaside cottage way out on the south 
shore of Long Island. They have been week-ending and vacationing 
in the neighborhood for several years and like it more and more 
each season. . . 


L. C. Rieck, a. m. of Corn Products Refining Company, is an ex- 
Chicagoan, a contemporary F. P. A., and proves it by recalling the 
good old days during Carter Harrison's administration when it wasn’t 
safe for police officers to walk down South Clark Street in smaller 
groups than four. . . 


Charlie McCracken, of Rose-Martin after commuting faithfully to 
Hempsted for nine years, has moved to the Bristol on 49th street for 
the duration of the winter. On bad nights he drops in at the Penn 
Station to cheer on friends and former neighbors as they board the 


cars with the prospect of spending the night in Long Island snow 
drifts. . . 


Portraits of William T. Dewart and Mrs. Dewart by Frank O. 
Salisbury are included in the exhibit of the work of this English artist 
now on display at the Wildenstein Gallery. . . 


Charles Locke relaxes from his labors as a radio writer for B. & B. 
at his Boonton, N. J., home, in the vicinity of which he sets traps for 
valuable fur-bearing animals and catches moles and ground hogs. . . 


Bill Bacher, super radio director, is reported out of danger fol- 
lowing an emergency operation last week. He’s at the Fifth Avenue 
Hospital—and his surgeons haven’t said for just how long. . . 


After more than a month of frantic communications via long 
distance and telegraph trying to agree on a date, Ed Fellers of Man- 
tle Lamp, Art Church of KMBC, and Cliff Sleininger of Free and 
Sleininger will swap their fountain pens for golf clubs about the 


middle of February and set out for a couple of weeks on the green 
fairways of Florida. . . 


“Terror by Night,” new thriller from the pen of Norman Klein, 
of Y. & R.’s New York office, was published last week by Farrar & 
Rinehart, who have published four of Norman’s novels in the past 
two years. A Kentucky sheriff plays the hero role in the new piece, 
about which Sinclair Lewis is reported unusually enthusiastic. . . 


Prospects who have succumbed to the persuasive tongue of Frank 
Parke Wright, general sales manager of KTAB, San Francisco, are 
wondering whether the fact that he is a nephew of Charles Cole 
thurst, whose family owned Blarney Castle in Ireland, is what makes 
him so good on the selling front. . . Luminaries too numerous to 
mention attended the reception given Henry Ewald last week to cele- 
brate the opening of a Washington office for the agency. . . 


Four veteran members of the Association of Advertising Men, 
New York, composed of the younger bloods in advertising, provided 
the excitement at the “Olde Tymers’ Nite” Thursday. The vets were 
Carroll Beach, a. m. of American Bible Society, Alan Green of Green- 
Brodie, M. Zinn Kaufman, and Adam Paul Piret, a. m. of Winthrop 
Chemical Company... 


Franklin P. Shumway, head of the Boston agency of that name, 
has been re-elected vice-president of the Melrose Savings Bank for 
his third term. He has been a trustee of the bank for 31 years. . . 


Gerald Page-Wood, vice-president of Roche, Williams & Cun- 
nyngham, Chicago, was long supposed to own the only hyphenated 
name in advertising. He has competition since E. W. Rector-Wooten 
came into prominence as art director of Fitzgerald Advertising Agency, 
New Orleans. Mr. Rector-Wooten moved south from Detroit, where 
he was with Pictorial Studios. . . 


Though not divided, the name of Harrell Snodell is sufficiently un- 
usual to cause trouble for correspondents. This able youngster re- 
cently became art director for Lake-Spiro-Cohn, Inc., Memphis agency, 


after serving his apprenticeship with several St. Louis organiza- 
co 


Not least impressive of the numerous parties held in Chicago 
during Auto Show week was that tendered by Libbey-Owens-Ford 
Glass Company at the Blackstone. G. P. (Junior) MacNichol, vice- 
president in charge of sales, proved a gracious host. He was assisted 
by North Wright, advertising manager, and Herb Mayorga, Western 
sales manager. Among those who seemed to enjoy the occasion was 
W. S. McLean, advertising manager of Fisher Body. . . 


Howard Black, national advertising manager of Time, arrived in 
Chicago for the auto show safely, but not so his luggage, which mys- 
teriously disappeared from the train. Mr. Black proved a blessing to 
dealers in men’s furnishings. . . 


According to Vernon Beatty, of Swift & Co., who is touring the 
Pacific coast, Gene Rouse has recovered his health and is thinking 
of returning to the middle west. Rouse is the famous football player 
of the University of Chicago, who after graduating in 1921, joined 
The Farm Journal, later transferring to the Hearst Magazines, work- 
ing from the Detroit office. Rumor has it that Mr. Hearst kept Gene 
on the payroll during the years he has been in sanatoriums on the 
coast. . . 


H. G. Hersh, advertising manager for Auburn, took time out dur- 
ing Chicago show week to address Chicago Post 170, American Legion, 
made up of advertising men. . . Bill Donahue, advertising director of 
the Chicago Tribune, who is in Milwaukee recuperating from an ill- 
ness, is reported as considerably irked by his enforced idleness. He’s 
in a hurry to get back on the job. . . 


Herbert R. Mayes, who used to edit American Druggist and make 
blistering speeches before groups of trade paper editors, is proving 
-his powers of showmanship in his new job as editorial chief of 
Pictorial Review. He has Arthur Brisbane and other high-priced 
writers working for him now... 


Leland Melrose, formerly on the Duluth Herald, is now editor of 
the Minnesota edition of the Bureau Farmer. Melrose urges the milk 
producers to get together a national advertising chest to promote 
in a big way the consumption of fluid milk. . . 


C€ Good editing... fires the imag- 
ination of the reader—kindles his 
desire to do—to be—and to have.99 


that’s why 


THE 


merican 


MAGAZINE 


eee produced inquiries 
for Great Northern 
Railway at a lower cost 
than any other general 
magazine or any wom- 


an’s magazine. 
oe 


e ee led the general mag- 
azine field in low cost 
per inquiry fora Gerber 
Strained Vegetables 
advertisement, 1934. 


7. F 


e e econsistently leads or 
ranks second among 11 
magazines in number 
of inquiries returned to 


Investors’ Syndicate. 
TR ¥ 


@eewas one of three 
leading inquiry produ- 
cers for Santa Fé Rail- 
road, 1934, on a list of 
more than 30 maga- 
zines. 

, 7 

e @ e tied forsecond place 
among 16 magazines 
in low cost per sale in 
Gillette’s 1934 fall 
campaign. 
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ADVERTISING AGE 


February 2, 1935 


D.M.A.A. Picks 
Kansas City for 
1935 Convention 


New York, Jan. 31.—Kansas City, 
Mo., has been selected by the board 
of directors of the Direct Mail Ad- 
vertising Association as the loca- 
tion for the 1935 annual conference 
of the association in October. Meet- 
ings and exhibits will be held in the 
Kansas City auditorium, now being 
built. 


Karl E. Koerper, sales manager of 
the Greiner-Fifield Lithographing 
Company and president of the Kan- 
sas City Advertising Club, official 
sponsor. of the convention, has been 
appointed general chairman. 

As in 1934, the association will 
conduct 14 regional conferences and 
exhibits during the year, in addition 
to the national convention. 

The traveling exhibit takes to the 
road in March, with the first show- 


ing scheduled for Minneapolis 
March 12-14. St. Louis, Houston, 
New Orleans, Atlanta, Baltimore, 


Pittsburgh, and Cleveland will be 
the cities most probably covered be- 


fore summer, with showings at Chi- 
cago, Detroit, Cincinnati, Philadel- 
phia, New York, and Boston follow- 
ing the national convention. 


Sniffen’s New Work 


Frank D. Sniffen has been ap- 
pointed Eastern advertising manager 
of Motion Picture and Movie Classic, 
publications of Motion Picture Pub- 
lications, Inc., New York. 

Mr. Sniffen served Heart’s Inter- 
national Magazine for 11 years as 
representative and Eastern advertis- 
ing manager and more recently was 
Eastern advertising manager of 
Shrine Magazine. 


BUILDING REPAIRS 
IN HARTFORD LEAD 
OVER 


Building repairs and modern- 


nation. 

Such 
Cincinnati, 
Jacksonville 


BIG CITIES 


ton. This city_was. exceeded in 
New England only by Boston and 
stood~ fifteenth in the entire 


important places as 
Cleveland, Newark, 


were ‘lagging behind Hartford 


and Minneapolis 


ization in Hartford were accom- 
plished in November in greater 
vilume than im many larger 
cities, it is revealed in statistics 
released by the Federal Hous- 
ing administration in Washing- 


in the leading 25 out of 1772 
cities reporting. The total re- 
pairs accomplished here last 
month totalled $165,691 as com- 
pared with $101,830 during No- 
vember 1933. 


Naturally we are proud th 


Architectural and Home Bu 
that has given building and 
Hartford a decided stimulus. 


permanent exhibits which o 
part of the basement floor 


Established 1817 


NEW YORK 


showing its heels to other cities in the build- 
ing revival on which so much depends. 


Building. Attendance is averaging well over 


JUST WHAT YOU WOULD EXPECT FROM 
AMERICA’S LEADING TEST MARKET 
AND @bhe Times SHOWED THE WAY 


at Hartford is 


But we are even prouder that the Times had 
so much to do with that revival. 
at the Times we have established a central 


For here 


ilding Institute 
renovation in 


* * * ok * 
96 manufacturers are represented in the 


ccupy a large 


of the Times 


buyers. 


HARTFORD, CONN. 


A GANNETT NEWSPAPER 
Represented by J. P. McKINNEY & SON 


CHICAGO 


It pays fo test it first... dn Martford— 


1,000 visitors a month! A reception clerk is 
always on hand to give information, and to 
refer prospects to local contractors, archi- 
tects and builders. 


This exhibit has been promoted regularly in 
the pages of the Times—and local building 
men attribute a considerable part of Hart- 
ford's leadership in the building revival to 
Times’ aid and publicity. 


That the Times should lead and draw such a 
response is characteristic. 
of all homes in Greater Hartford, with a 
circulation of 60,000 daily. It reaches every 
worthwhile buyer in this city of worthwhile 
It blankets America's best test 
market—and the cost is only 15c a line. Let 
us give you facts, figures, merchandising 
assistance. Tell us what you need to know— 
and let the Times help you find out. 


This building exhibit, plus promotion in the 
Times, is our contribution to the revival of 
building. And, as ever, Hartford is a leader. 
No wonder it is America's best test city. 


Che Hartford Times. 


It covers 90% 


SAN FRANCISCO 


SCHOLL ENLARGES 
CAMPAIGN FOR ’35 


Chicago, Jan. 31.—Scholl Mfg. 
Company, Inc., maker of Dr. Scholl’s 
Zino-Pads, is releasing the big- 
gest advertising campaign it has ever 
conducted, backing its belief that 
1935 will register the greatest vol- 
ume of business in the company’s 
existence. 

Copy dealing with the company’s 
line of foot remedies and appliances 
is to appear in at least 55 national 
magazines and 543 daily and Sunday 
newspapers during 1935, more mag- 
azines and newspapers than the com- 
pany used in 1934. 

Requests for samples and booklets 
offered on the company’s radio pro- 
gram, which started Jan. 15, have 
been arriving in large numbers, ac- 
cording to J. A. Wagner, Scholl ad- 
vertising manager. “Results from 
our campaign, even in the short time 
that the program has been on the 
air, have been very good,” he stated, 
adding that the requests have come 
from all parts of the country. 

The program, featuring Arthur 
Tracy, the “Street Singer,” is heard 
over the Mutual Broadcasting Sys- 
tem network. 

Listeners are offered a free sam- 
ple of the new de luxe Zino-Pads and 
a copy of the Dr. Scholl booklet, 
“The Feet and Their Care.” The 
program includes dramatizations of 
actual experiences of users of Zino- 
Pads for prevention and relief of 
foot troubles. 

The new De Luxe Zino-Pads “have 
the new flesh color, waterproof Skin- 
tex covering, so soft and flexible that 
it feels almost like human skin it- 
self,” magazine copy relates. ‘“In- 
visible under sheer hose; hides foot 
blemishes; won't soil, stick to the 
stocking, or come off in the bath.” 
Illustrations are used to portray 
each of the product’s merits. 


Name Ingraham 


P. B. Ingraham, 350 Madison Ave., 
New York, has been appointed East- 
ern representative of The Hotel Bul- 
letin and Nation’s Chefs, Chicago. 
He will continue his connection with 
Ingraham, Cooley and Caffin, Inc., at 
that address. 


Heinz to Employ Humor 
in New Newspaper Copy 


Advertisements featured by use of 
humor have been scheduled in news- 
papers in principal cities throughout 
the United States by H. J. Heinz 
Company. Unique format and mer- 
chandising treatment will be em- 
ployed. 

Supplementing newspaper adver- 
tising, the backbone of the Heinz 
campaign, Josephine Gibson, di- 
rector of the company’s home eco- 
nomics division, has started another 
series of her hostess counsel broad- 
easts over a nationwide NBC net- 
work of 40 stations. Magazines with 
a total circulation of 40,000,000, and 
outdoor advertising are also included 
in the Heinz campaign. Maxon, Inc., 
is the agency. 


Circulation Managers 
Elect Harold H. Sloan 


Harold H. Sloan, of the Worcester, 
Mass., Post, was elected president of 
the New England Association of Cir- 
culation Managers at its annual 
meeting held in Boston last week. 

Walter Mills, New Haven, Conn., 
Register, was named vice-president, 
and Edward Byron, Augusta, Me., 
Kennebec Journal,’ secretary-treas- 
urer. Edward Delehanty, Worcester, 
Mass., Telegram-Gazette, and Karl F. 
Hall, Boston Herald-Traveler, the re- 
tiring president, were elected to the 
board of directors. Frank Newell, 
Toledo, O., Blade, president of the 
International Circulation Managers’ 
Association, was guest speaker at the 
meeting. 


Kobak Tells Plans 
for A. F. A. Meeting 


A special meeting of the board of 
directors of the Chicago Federated 
Advertising Club was held Jan. 30 
to hear tentative plans for the con- 
vention of the Advertising Federa- 
tion of America which will be held 
in Chicago some time in June. Ed- 
gar Kobak, chairman of the A. F. A. 
board, who explained the tentative 
set-up for the convention, declared 
that in all likelihood the program 
would follow the general outlines of 
recent A. F. A. meetings. 

At the conclusion of the session, 
the Chicago club’s board adopted a 
formal resolution of support and co- 
operation for the convention. 


Picks Leon Weinberg 


Leon Weinberg, who formerly man- 
aged his own advertising agency, has 
joined Simons-Michelson Company, 
Detroit agency, in the capacity of 
general manager. 


No. 3 


Editors TIME:- 


scription. 
tastes. 


tionery. 


TIME for me. 


(See above. ) 


eam noua sad multimillionaire’ 


Well, you've done it, and now you can cancel my sub- 
I used to be a small business man of simple 
Then I started reading TIME. 
manufacturers! materials advertising than any other maga~- 
zine, more advertising of machinery, belting and tools, 
more advertising of office equipment and business sta- 
The result is that my business has quadrupled 
in four years, with all these destable modern improve- 
ments, and I am now a sad miltimillionaire, over-burdened 
with worries and income taxes. 
a magazine called FAILURE, I'11 subscribe. 


P.S. ‘And stop tempting me with all those appetizing 
soups and foods and beverages. 


You carry more 


If somebody will print 
But no more 


Yours 


C.N.A. 


I have dyspepsia. 
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February 2, 1935 


ADVERTISING AGE 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 700. Herald-Argus Flashes. 


The La Porte, Ind., Herald-Argus 
is printing this folder from time to 
time to furnish merchants with local 
merchandising news, advertising sug- 
gestions, and ideas for cutting re- 
tailing costs. The folder lists na- 
tionally-known articles being adver- 
tised in the newspaper, and advises 
prominent display of those articles. 


No. 701. Describing a Merchandising 
Service That Builds Sales in Chi- 
cago. 

An interesting brochure explaining 
in detail how Creative Displays, Inc., 
operates in window display installa- 
tion work for national advertisers. 
The various forms and checks on in- 
stallers used are included and ex- 
plained. The booklet will give many 
advertisers a new idea of the inside 
workings of a display installation 
service. 


No. 642. Making a Hard Game Easy. 

A case history detailing the ex- 
periences of national advertisers who 
have solved the problem of closely 
tying up their advertising to their 
dealers’ stores by using classified tele- 
phone directories. Includes a com- 
plete description of this service, how 
advertising may be spotted in areas 
most desirable to cover, etc. Pub- 
lished by American Telephone & 
Telegraph Company. 


No. 634. Two Hundred Thousand 
Fingerprints. 

A booklet giving the results of an 
examination by fingerprint experts of 
532 copies of Time taken from sub- 
scribers’ homes. Presents the story 
of “cover-to-cover readership” in 
unique and convincing fashion. 


No. 462. Route List of Retail and 

Wholesale Grocers. 

A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. 
Published by The Courier-Journal 
and Louisville Times. 


No. 653. The Oanadian Market. 


A comprehensive booklet discussing 
the buying power of Canada, with 
particular reference to the Toronto 
market. Published by the Toronto 
Industrial Commission, copies are 
available through the Toronto Star. 


No. 617. Cherchez la Femme. 

This story, issued by the Literary 
Digest, relates the adventures of an 
advertiser of a line bought only by 
women. This advertiser, according to 
the survey, is getting more inquiries 
than ever before at lower cost. And 
27 per cent of these inquiries are 
converted into sales. 


RAPID’S CELEB 


S E Rl ES ! As Art Brisbane 


might pen us an 
ad. (All in fun, sir.) 


It is a pity that more men do 
not have the ‘“‘shopping instinct” 
of women. If they had, they 
would get more for their money. 
More ad men and artists, for in- 
stance, would try Rapid Copy 
Service. Rapid’s speed and qual- 
ity would amaze them, 


(P.S. Well, even if you don’t like 
Art, ’s’truth!) 


RAPID COPY SERVICE 


e 
PHOTOSTATS 
i 


Vanderbilt 3-3680 
New York } For all branches 
Cleveland: Main 9335 


State 5977 
Chicago For all branches 


st in the United 


compared with 1933. 


States among 


ALL weekday newspapers, both 


morning and evening, in TOTAL 
ADVERTISING GAINS, 1934 


$* 


14° 


20" 


-- nd 
Authority: 2 2 
MEDIA RECORDS 


among ALL weekday morning newspapers 
in the United States in RETAIL LINAGE 
carried during 1934. 


among ALL weekday morning newspapers 
in the United States in TOTAL DISPLAY 
advertising carried during 1934. 


* 
among ALL weekday morning newspapers 


in the United States in DEPARTMENT. 


STORES advertising carried during 1934. 
@ 


among ALL weekday morning newspapers 
in the United States in TOTAL VOLUME 
of advertising carried during 1934. 


Che Reading 


E. KATZ SPECIAL ADVERTISING AGENCY, 


JOHN H. PERRY NEWSPAPERS: rie Reading, Pa., Times . . . Jacksonville, Fla., Journal . . . Pensacola, Fla., News . . .| Pensacola, Fla., Journal 


Cimes 


National Representatives 
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ADVERTISING AGE 


February 2, 1935 


Sibbert in New Post 


Walter H. Sibbert, secretary and 
advertising manager for the Thorn- 
ton Brewing Company of Thornton, 
Ill., and Chicago, has resigned to 
become manager of the Chicago office 
of Gooderham & Werts, Ltd. He will 
handle the local advertising ac- 
count. 


pee gayle < 


kar (Wis.) Gazette 
Radio Station WCLO 


Genuine 


TYPED LETTERS 


(Hooven Automatic) 


TA N KI Mail Advertising 


Service ; 
Booklet ** Brass pg Bonsiien. Free , Executives 
19 Fifth Ave., 


Tiantie 1290 


BOAT BUILDERS 
SEE PROSPERITY 
ON DECK AGAIN 


Optimism Radiates From New 
York Boat Show 


New York, Jan. 31.—The 30th an- 
nual National Motor Boat Show at 
the Grand Central Palace this past 
week revealed that manufacturers of 
pleasure craft, engines and acces- 
sories have produced major improve- 
ments, the stories about which will 
be told in an enlarged flow of adver- 
tising copy from this field. 

Streamlining and lighter, more eco- 
nomical engines are the principal 
improvements. Surveys conducted 
among exhibitors just prior to the 
show produced the fact that many 
motor boat and marine engine 
manufacturers are actually planning 
greatly enlarged expenditures for 
advertising in boating and general 
publications. The increase in show 
advertising was a move in this direc- 
tion. 


- The January 1935 issue of 
_ Dry Goods Economist — 


INCREASE 


| over January 1934, a 


DRY Goops 


ECONOMIST 


The Department Store Magazine 


239 West 39th St., 
7 New York City 


Ernest C. Hastings 
- President 


a 


Last year show tie-up advertising 
was practically nil. Aside from the 
copy run by the show to get attend- 
ance, many of the exhibitors took 
space in leading New York metropoli- 
tan newspapers. For example, a 
year ago, the New York Times at 
the opening of the event carried a 
page on watercraft, including adver- 
tising. This year, the paper ran 
three full pages and parts of two 
other pages. The New York Herald 
Tribune which likewise last year ran 
only one page, this year carried 
three on yachting and motor boating. 

Advertising of the show itself ran 
about 40 per cent ahead of a year 
ago, according to J. C. Roemer, of 
H. A. Bruno & Associates, who han- 
dled the show publicity. The in- 
crease was justified by both greater 
attendance and larger business at the 
show. Insertions in New York news- 
papers were around 500 lines each. 


Business Is Booming 


Exhibitors have been highly en- 
couraged by the business outcome of 
1934, Mr. Roemer reported. Spring 
business showed fair improvement 
over the spring of 1933. Executives 
were dismayed, however, when busi- 
ness flopped in June and July at the 
time when it generally runs high and 
boomed in August and September 
when it generally falls off. 


A survey conducted at the end of 
the year among 75 leading engine 
and boat manufacturers showed that 
despite this unexplainable reversal, 
1934 ended with gains from 40 to as 
high as 78 per cent. 


Another survey made by Mr. 
Roemer just before the show indi- 
cated that the biggest season in five 
years is at hand, judged by a gain 
of 105 per cent in the number of 
orders on record for future delivery 
as the show opened and the number 
of inquiries and requests for specifi- 
cations, special hulls and special in- 
teriors. 


Engine manufacturers anticipate 
that there will be considerable busi- 
ness in replacing power plants al- 
lowed to deteriorate during the de- 
pression. Large business in both 
gasoline and fuel oil engines was 
booked at the show. 


In the engine line, new metal al- 
loys have made it possible to reduce 
the weight of the power plant and 
to offer fuel oil engines to replace 
gasoline engines, which heretofore 
have weighed only about a fifth as 
much. This enables a saving in fuel 
costs. The fuel oil engine is said to 
offer wider cruising radius and to 
use only about a third as much fuel 
as the gasoline engine. 


Appeal to Women 


Fifty per cent of the manufacturers 
interviewed declared they plan to do 
more advertising during the coming 
season. 

In the matter of hulls and in- 
teriors, a further effort has been 
made to interest women as well as 
men. Streamlining is the most im- 
portant of the style factors, and here 
and there manufacturers are offer- 
ing unmistakable streamlines in the 
faster boats. 

Much of the literature passed out 
at the show appealed definitely to 
women. For example, one manufac- 
turer pictured a happy family, minus 
the masculine and nominal head, 
journeying away for a day’s outing. 
The fact that the party had no male 
aid did not dim its gayety and light- 
heartedness, for the new boats are 
perfectly safe and easy to operate as 
well as economical, the booklet im- 
plied. 


Mohawk to Sponsor Series 


Mohawk Carpet Mills, Inc., will 
sponsor “Five Star Jones,” a new 
five-a-week dramatic serial based on 
the daily life of an ace newspaper 
reporter, starting Feb. 3. It will be 
heard over the WABC-CBS network 
from 12:30 to 12:45 p. m., EST, from 
Monday through Friday. 


Elect Bruce Shelton 


Bruce Shelton, publisher of the 
Tuscaloosa News, was elected presi- 
dent of the Alabama Press Associa- 
tion at its annual convention in 
Montgomery last week. J. D. Dukes, 
vice-president of the Sparrow Adver- 
tising Agency of Birmingham, was 
one of the speakers at the meeting. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


SALESMEN WANTED 


Men, or women, with successful 
records in business paper circulation 
work can make profitable connection 
with high class publication for rep- 
resentation in Boston, New York, 
Minneapolis, St. Louis, Milwaukee, 
Baltimore. Give references and ex- 
perience in application. Address 
Box 650, ADVERTISING AGE, Chicago. 


HELP WANTED 
PHOTO-ENGRAVING SALESMEN 


with good following, exceptional op- 


portunity with progressive plant. 
Replies strictly confidential. Our 
men know of this ad. Box 537, Ap 
VERTISING AGE, Chicago. 


BUSINESS OPPORTUNITIES 
OF INTEREST TO AGENCIES 
Opportunity for adv. agency desir- 
ing a large cigarette account. Ex- 
perience covering many years, back- 
ground for proposed campaign. Pre- 
sents many new, sound and salable 
features. Only an agency in touch 
with big 4 or 2nd line mfrs. will be 
considered. Will deal with agency 
principals only. Box 528, ADVERTIS- 
inc AGE, Chicago. 


POSITION WANTED 


Young man, who realizes the power 
of well written copy, seeks perma- 
nent position with strongly estab- 
lished agency. College educated but 
not a genius. Not looking for clock 
winder’s job. Box 538, ADVERTISING 
AcE, Chicago. 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
GOM'L PHOTOGRAPHY » 
LAYOUT AND LEITERING ——— 
MEN'S PASHIONS AND 
PHOTO - REFOUCHING 
Dept. L. V., 116 S. Mich. Blvd., Chicago 


HOW TO TURN NATIONAL ADVERTISING 
INTO OVER-COUNTER SALES: 


National advertising managers know that their 
advertising would make more sales if they could 
repeat it at the Point of Purchase. 


Many advertising managers don't know, how- 
ever, that there is a National Organization that 
is equipped to put their advertising signs on 
the stores selling their merchandise. 


Whether you want this service in one city or 


in every city, we are 
immediate service. 


Help 
it at 


ur advertising produce results! 
the Point of Purchase! 


equipped to give you 


Repeat 


ASSOCIATED ADVERTISING CO. 
500 NO. DEARBORN ST., CHICAGO 


eo -- - reverse 


Gentlemen:- 


any other magazine, do youl 
for you, but ‘what about me? 


all day? 


Don't send me another issue of TIME. 


You carry more pages of insurance advertising than 


I'm in the insurance business myself, yet TIME's 
insurance advertising has made such an impression on my 
wife, she's constantantly trying to sell insurance to 
How would you like to have your wife start editing 
you in the evening after you'd been editing other people 


selling. 


Well that's all very well 


E.L.B. 
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|) The Bright Spot on the Tax Map 


N this blessed union of ours, where the tax-eaters are all scrambling for 
more and still more taxes from the people who elect them, there is one 
bright spot, and that is Nebraska. 


HE state of Nebraska has no bonded indebtedness. It is forbidden by 


Ws 

the constitution. 
+ EBRASKA has no income tax or general sales tax, and had one of the 
. lowest per capita taxes of any state in the Union. And at the last 
a election, both parties pledged in their state platform that they would 
= levy no new taxes of any kind. 


D° you know of any other state as fortunate in those respects ? 


HOW WAS IT DONE? 


BR’ eternal vigilance, and the earnest and hearty co-operation of the Omaha 
W orld-Herald with taxpayers’ leagues all over the state, to see that the politi- 
cians did not and could not gouge the taxpayers for extravagance and waste. 


WHAT'S THE RESULT? 


HE per capita wealth of Nebraskans today is the sixth highest in America 
($4,004.) And the federal government says Nebraska is almost at the 


head of the states in the low percentage of her population on relief. 


N other words, the people of Nebraska don't pay out a large part of their 
substance for taxes, and they have everything their neighboring states have, 
and much more to spend. 


AND IN OMAHA, NEBRASKA . . . 


with 54,600 families, (government census) the World-Herald has 52,500 
paid circulation, a 96% coverage, and a total circulation of 126,000, with a 
rate of 25c a line. 


O you know of any better place for a manufacturer to advertise his 
product these days? . . . where the tax-eater actually has to let the people 
spend their money for what they want? . . . and where the people have 
the money to spend? .. . and where with one newspaper you can cover 
their largest city like a blanket, with 75,000 to boot outside that city? 


The Omaha World-Herald 


the largest newspaper in Nebraska 
in size, circulation and advertising 


O'MARA & ORMSBEE .. . National Representatives 
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can YOU 


answer this 
question 7 
2 


W here 
does todine 


J.T. Smalley, me- 
chanical engineer, Re- 
vere, Mass.—**Never 
gave it a thought, 
but I have always 
imagined it was im- 
ported. Seems to me 
that’s what a medi- 
cal sergeant in my 
regiment in France 
told me.” 


\ S. D. Melsaac, rub- 
ber works executive, 
» Akron, Ohio—“I 
know the answer be- 
cause I read Chem 
& Met.” 


F. S. Cotton, 
mining engineer, 
Denver, Colo.— 
“TIT may have it 
mixed up with 
some other anti- 
septic but I was 
always under the 
impression that it was steeped from 
the bark of a South American tree.” 


Iodine, as we know it in this coun- 
try today, is a carefully refined 
product. It can be recovered from 
the brine of California oi! wells in 
sufficient quantity to take care of 
all domestic demands. Formerly 
ever bit of iodine used in the 
United Stat-s was imported from 
Chile where it was a byproduct of 
the nitrate industry. 


We can thank chemical engineer- 
ing—not so much for its discovery 
in American brine as for the fact 
that it can be produced in ample 
volume. Chemical engineering is 
the science of producing in com- 
mercial volume the product of our 
modern chemical laboratories. It 
may be drugs, medicines or cos- 
metics; it may be new chemicals 
or dyes; it may be explosives or 
cement, or pulp and paper. In 
fact, there are 20 basic groups of 
products that chemical engineer- 
ing produces in quantity—20 
sizable industries in which to sell 
equipment and raw materials. 
Even in a depression year these 
industries produced 6% billion 
dollars’ worth of products. 


Serving as it does the whole realm 
of chemical engineering, “Chem 
& Met” provides for advertisers 
a one-shot coverage of all these 
markets which are better known 
as the process industries. 


Chemical engineering is the sci- 
ence of producing in commercial 
volume the products of our mod- 
ern chemical laboratories. 


(HEM & Met 


CHEMICAL & METALLURGICAL 
ENGINEERING 
A McGraw-Hill Puovlication 
Member of ABC-ABP 
330 West 42nd Street, New York 


ALF-A. RELEASES 
NEW STUDIES OF 
COPELAND BILL 


(Continued from Page 1, Col. 4) 

is now provided that an advertise- 
ment shall be deemed to be false ‘if 
it is false or misleading in any par- 
ticular relative to the purposes of 
this act regarding food, drug, or cos- 
metic.’ The Tugwell bill provided 
that an advertisement should be 
deemed to be false ‘if in any particu- 
lar it is untrue or by ambiguity or 
inference creates a misleading im- 
pression.’ The last phrase of this 
definition aroused strong objections 
in all quarters and has been re- 
moved. Another important improve- 
ment is the insertion of the words 
‘relative to the purposes of this act’, 
which exempts false statements that 
do not endanger the public health or 
promote fraud. Another important 
change is the elimination of a clause 
in the old bill which prohibited any 
representation concerning the effect 
of a drug which is contrary to the 
general agreement of medical opin- 
ion. In its place, we have a new 
sentence which provides that every 
representation must be _ sustained 
either by (1) demonstrable scienti- 
fic facts or (2) substantial medical 
opinion. Substantial opinion, of 
course, is far different from general 
agreement of medical opinion. Sci- 
entific facts may be discovered in the 
advertiser’s laboratory. The new 
definition seems to open the door 
pretty wide. 

“2. Government Grading: Whereas 


|the old Tugwell bill provided for an 


elaborate set-up for government 
ABC grades for all foods as deter- 
mined by the Secretary of Agricul- 
ture, this entire provision has now 
been dropped. 

“3. Voluntary Inspection: It was 
foreseen that under the old bill, the 
Department of Agriculture would cre- 
ate a huge army of inspectors work- 
ing full time in thousands of fac- 
tories at the expense of manufactur- 
ers, who would in effect be coerced 
to submit to this ‘voluntary’ service. 
This provision has been dropped en- 
tirely. It is now only provided that 
official inspectors shall have access 
to manufacturing plants, warehouses, 
etc., for purposes connected with the 
enforcement of the act. Their sal- 
aries will not be paid by the manu- 
facturers. 

“4. Secretary’s Power to Make 
Regulations: There were numerous 
sections in the old bill which em- 
powered the Secretary of Agriculture 
to formulate regulations at his own 
discretion. The phrase ‘as he deems 
necessary’ appears with great fre- 
quency in the language of S. 1944. 
This is all changed in Copeland’s 
new bill. Practically all regulations 
are to be made by committees repre- 
senting the public, the industry, and 
the Food and Drug Administration. 


No Formula Disclosure 


“5. Disclosure of Formulas: The 
Tugwell bill required that all the 
ingredients of a drug or food be 
listed on the label in their order of 
predominance. In the new bill this 
is not required, provided that the 
manufacturer files the list of ingredi- 
ents with the Secretary of Agricul- 
ture. Disclosure of trade secrets so 
obtained is to be adjudged a felony 
with a heavy penalty. 

“6. List of Diseases Barred from 
Advertising: The Tugwell bill gives 
a list of 36 diseases which may not 
be mentioned in connection with the 
effect of any drug, regardless of the 


fact that such drug may be recog- 
nized as having beneficial effect in 
the treatment of such diseases. 

This list has now been cut 
down to five diseases in which it is 
quite generally agreed that self-medi- 
cation is in fact dangerous. 

“7. Palliatives: The original Tug- 
well bill practically required drug 
manufacturers to frighten customers 
away from buying such of their prod- 
ucts which have a palliative rather 
than a curative effect, by placing the 
words ‘Not a Cure’ on the label next 
to the name of the drug and in the 
same sized type. This provision has 
been eliminated in the new Dill. 

“8. Discretionary Power of Secre- 
tary: Throughout the old bill were 
clauses stating that the Secretary 
may do this or may require that. It 
appears that this act was to be a 
grant of huge personal authority to 
the Secretary, making him practic- 
ally the dictator of the affected in- 
dustries. The new bill makes the 
Secretary’s powers quite clear and 
directs that he shall do this and shall 
do that. 


Provides for Court Review 


“9. Court Review: The first bill 
contained no provision for court re- 
view of regulations. The new Cope- 
land bill has a chapter in which it is 
provided that any interested party 
may take any regulation to court for 
review. The court may issue an in- 
junction preventing the enforcement 
of any regulation which is shown to 
be unreasonable, arbitrary, or capri- 
cious, or not in accordance with law. 

“10. Protection of Agencies and 
Mediums: The old bill was not com- 
pletely clear as to the liability of 
agencies and advertising mediums. 
This is now made definite in the new 
bill by stating that they are not 
guilty of violating this act by reason 
of disseminating false advertising 
but that the advertiser has full re- 
sponsibility.” 


Discusses Criticism 


Turning to a discussion of sections 
of the new Copeland bill which have 
already created much comment in ad- 
vertising circles, Mr. Falk’s analy- 
sis contends that much of the criti- 
cism of the new Dill is due to 
inaccurate or hasty reading of its 
provisions. On the other hand, cer- 
tain criticisms are sound, he says. 

“Undoubtedly much intelligent 
analysis of the new bill is being 
made, but unfortunately many of the 
unfavorable criticisms recently pub- 
lished seem to be based on incom- 
plete study of the provisions,” he 
maintains. “Some of the points to 
which objections are now made were 
features of the original Tugwell bill 
but have been corrected or removed 
in the new bill. In some other cases, 
there is inaccurate interpretation of 
the language of the bill. 

“It is helpful to summarize the 
main arguments that are now being 
made against S. 5, for some of them 
are undoubtedly sound. Two of them 
relate to the definition of advertising 
in the bill, and provisions for seizure 
of falsely advertised articles. 

“Definition of Advertising: It is 
said that the definition of advertis- 
ing is too broad, including all sorts 
of statements whether pertaining to 
the product or not and whether com- 
mercially made or not. The defini- 
tion is as follows, given in paragraph 
(j) of section 201: ‘The term “adver- 
tisement” includes all representa- 
tions of fact or opinion disseminated 
in any manner or by any means 
other than by the labeling.’ 


Numerous Safeguards 


“The above definition is broad 
enough to take in the world but that 
does not matter, since it is narrowed 
down in the clauses where the term 
‘advertisement’ is used. In the last 
analysis, everything in this bill is 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
ms bound Sth edition of “ Reserve Illustrations."’ Over 
Za ©1000 subjects, covered by model releases, ready to use. 
“ Catalogue also on approval (U. S. only) if you prefer. 


= UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 


brought to a focus in the section 
which states what is prohibited. 
Everything else is explanatory back- 
ground. The acts that are prohibited 
are seven in number and are listed 
in section 708 (a). In regard to ad- 
vertising, the following is prohibited: 
‘The dissemination of a false adver- 
tisement by any means for the pur- 
pose of inducing, directly or indi- 
rectly, the purchase of food, drugs, 
or cosmetics in interstate commerce.’ 

“To understand the above prohibi- 
tion, we must know what is meant 
by a ‘false advertisement.’ The defi- 


nition of that is given in section 601 
(a), the first sentence of which 
reads: ‘An advertisement of a food, 
drug, or cosmetic shall be deemed to 
be false if it is false or misleading 
in any particular relevant to the pur- 
poses of this act regarding such food, 
drug, or cosmetic.’ 

“From this it is to be seen that no 
matter how broad the definition of the 
term ‘advertisement’ in section 201, it 
is later stated that a ‘false adver- 
tisement’ must be something that is 
relevant to the purposes of this act 


(Continued on Page 32, Col. 1) 


[ iT DARES TO BE DIFFERENT | 


Point of 


Difference No. 10 


Its COPY 


REQUIREMENTS 
are UNUSUAL 


The Christian Science Monitor tries to 
publish only advertising copy that will 
give its readers messages free from mis- 
representation, exaggeration, “fear ap- 
peal.” This assures Monitor advertise- 
ments a degree of reader acceptance 
and response that is regarded as excep- 
tional by informed advertisers. 


THE 


CHRISTIAN SCIENCE 
MONITOR 


Published by The Christian Science Publishing Society 
Boston, Massachusetts 


Branch Offices: New York, Chicago, Detroit, St. Louis, 
Kansas City, San Francisco, Los Angeles, Seattle, Miami, 
London, Paris, Berlin, Geneva, Florence 


x 


[” AN-INTERNATIONAL DAILY NEWSPAPER © | 


Sirs:- 


subscription. 


Vigilante Committee 


The neighbors have appointed a Vigilante committee 
to make me stop reading TIME. 
all sorts of torture, so maybe you'd better cancel my 


You see, you carry 80 much building products adver- 
tising (and so convincing) that I weakened last fall and 
spent $1,200 repainting the house, putting in a new bath- 
room and remodeling the kitchen wing. 
followed suit, and all the rest of them are sore as hell, 
Makes their houses look dingy. 


P.S. Could you send copies of TIME in a plain wrapper? 


They threaten me with 


Five neighbors 


J.P. 
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Cut-Price Face 
Powder Drive Is 
Started by Coty 


(Picture on Page 1) 

New York, Jan. 31.—One of the 
largest newspaper campaigns in the 
history of Coty, Inc., is being re- 
leased tomorrow to announce a tem- 
porary reduction in the price of Coty 
face powder. 

The advertisements are all large 
sized, and are running in newspapers 
in towns and cities throughout the 
country. In most territories the first 
advertisement will appear Feb. 1. 
Special advertising will be run in 
New York and Chicago. The adver- 
tisements are also being carried in 
The American Weekly. 

The special price is being pre- 
sented to the women of America as a 
“Salute to Youth.” Copy will de- 
clare: 

“To all young and lovely ladies... 
to sub-debs and secretaries . . . brides 
and brides-to-be . . . to every girl in 
America ... greetings from Coty! 

“Our salute to you is a ‘special’ in 
beauty. Tomorrow—and for just a 
few weeks thereafter—you can buy 
the regular $1.10 Coty face powder 
for 75 cents.” 

According to the company, the 
drug and cosmetic trade has received 
the announcement of the _ special 
sales drive with enthusiasm. 

In the past three years Coty has 
been offering a bottle of perfume free 
with a box of face powder, at the 
price of the powder alone, $1.10 or 
98 cents minimum, in order to get 
customers in the habit of using per- 
fume. As reported in the Jan. 12 
issue of ADVERTISING AGE, the com- 
pany has now made a right-about- 
face on combination offers, discontin- 
uing its previous policy. The tem- 
porary special price sales drive on 
face powder is designed to make it 
easier for dealers to sell Coty face 
powder by itself. 


Ross Federal Plans 
World Expansion 


Ross Federal Service, Inc., New 
York, will open branch offices in Lon- 
don and other important world cen- 
ters during 1935. 

H. A. Ross, president, will sail the 
latter part of February for Honolulu 
to supervise the opening of an office 
there. 


M. M. 


vs. 


P. M. 


In planning the Window Dis- 
play, it pays to be “Mer- 
chant-Minded" rather than 


Price-Minded. FACTS TALK! 


Creative ¥ 
‘Lithography | 


FREEMAN CO.% 


Starr and Borden Avenues 


e Long Island City, N. Y. 


“Pages” f 
that SELL. 


Four pages—one sheet 
of sturdy bond paper 
—covering 11 major 
headings about radio, 
newspapers, farm, 
trade or general maga. 

zines (regional or national) —now help 9 a ond 
broadcasters to sell more space or time. Furnish infor- 
mation this modern way. Agencies also use AMA 
forms as "questionnaires." ¢ « Send for samples today, 
on your letterhead. No obligation to buy. 


ADVERTISING MEDIUM ANALYSIS 
500 Sansome Street San Francisco 


"FOUR PAGES’ 


Reg. U. S. Pat. Off. 


Three Accounts Go 
To Emil Reinhardt 


Apex Rotarex Manufacturing Com- 
pany, Oakland, Cal., has named Emil 
Reinhardt Advertising Agency, Oak- 
land, to handle its advertising of 
Apex washing machines, ironers, 
cleaners and refrigerators in news- 
paper, outdoor, radio and direct mail. 

La Due Technical Service and the 
American Tractor Equipment Cor- 
poration have also named this 
agency, the latter planning to use 
trade papers. 


Stantor to Rankin 


The Stantor Electric Company, 30 
Rockefeller Plaza, New York, has 
placed its advertising account with 
the Wm. H. Rankin Company, New 
York. Charles W. Rankin is the 
account executive. 


New Super Suds 
Box Gets O. K. 


(Picture on Page 35) 

New York, Jan. 31.—Following a 
test in upstate New York, Colgate- 
Palmolive-Peet Company is introduc- 
ing its three-dimensional package 
toys on a national basis. 

The new cut-out idea is employed 
on behalf of Super Suds, on the 
package of which the cut-outs ap- 
pear. The radio gossip team, Clara, 
Lu ’n’ Em, is doing the national pro- 
motion. 

All the toys are designed from a 
humorous angle and captioned in a 
lively fashion. Structures can now 
be cut from Super Suds cartons to 


fold into depots, circus tents, jails, 
town halls and dwellings. In addition 
to these three-dimensional toys, 
others of the usual two dimensions 
are featured. These include figures 
of a sheriff, auto mechanic, jailer and 
others. 

The miniature cardboard package 
village was designed by James M. 
Balch, art director of Benton & 
Bowles, Inc., the agency. He also 
prepared the blurbs which set off 
each piece. 


Atherton Carries On 

Atherton & Grummett Company, 
Detroit, advertising displays, has 
been dissolved. The business is now 
being carried on by Mr. Atherton as 
Frank Wilson Atherton & Associates. 
ee are at 6209 Hamilton Ave., De- 
troit. 


Starr and Higley 
With Erwin, Wasey 

Graham Starr, recently with the 
Blackman Company, has rejoined 
Erwin, Wasey & Co., New York, in an 
executive capacity. 

Another addition to this agency’s 
personnel is Philo H. Higley, for- 
merly with the exploitation depart- 
ment of Fox Films and prior to that 
with Warner Brothers in Hollywood. 
- + a joined the public relations 
staff. 


Starts Air Service 


Air express service to Seattle and 
Portland for the Pacific coast edition 
of The Wall Street Journal, will be 
inaugurated Feb. 1. The new service 
will place the paper in the hands of 
local subscribers on the morning of 
the publication date. 


the press. 
of interest to all manufacturers. 
your copy today. 


To Reach— 


A DETAILED PROSPECTUS 


with an analysis of the changed set-up in the 
building industry, and the probable effects of 
these changes on the sales policies of many 
manufacturers .. . along with a complete out- 
line of the editorial features of the April Issue, 
its objectives, and plan of distribution, just off 
This booklet contains information 


AMERICAN BUILDER 
SPECIFICATIONS 


BUYING NUMBER 


To contain dmong other features — 
4 be i tet 


~THE HEIGHT OF THE BUILDING SEASON 


a, 


AMERICAN BUILDER 


Send for 


AND 


SPECIFICATIONS 


BUYING NUMBER 


will provide the most effective and economical contact with 


0,000 Ferive Rey Men 


AT THE WEIGHT OF THE BUILDING SEASON 


April 1935 


active personnel of the industry. 


AMERICAN BUILDER 


105 W. Adams Street, Chicago - 


Terminal Tower, Cleveland 


active contractors, builders, and dealers—the Key Men who will 
control specifications and purchases of building materials, prod- 
ucts and equipment used in 1935 residential and commercial 
building. . . . Timed to reach the Key Men at the height of the 
specifying and buying season, this specially edited number of 
the American Builder deserves the consideration of every manu- 
facturer of building products. ... It presents the best opportunity 


of the year to make a strong presentation of your goods to the 


30 Church Street, New York 
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FALK DISSECTS 


COPELAND BILL 


(Continued from Page 30, Col. 5) 


regarding the advertised food, drug, 
or cosmetic. Then, in the list of pro- 
hibited acts, it is further specified 
that such false advertisement is pro- 
hibited only if it is disseminated for 
the purpose of inducing the purchase 
of a food, drug, or cosmetic in inter- 


state commerce. 


“Summing this all up, we find that 
the thing that is prohibited in regard 
to advertising is: To disseminate any 
kind of advertisement in any man- 
when such advertisement is 
false or misleading in any particu- 
lar relevant to the purposes of this 
act regarding the advertised food, 
drug, or cosmetic, and when the dis- 


ner 


semination of this false advertise- 
ment is done for the purpose of in- 
ducing the purchase of the adver- 
tised food, drug, or cosmetic in inter- 
state commerce. It would appear 
that this defines the matter with 
sufficient clearness. 

“Summary Seizure (and Multiple 
Seizures) of Falsely Advertised Arti- 
cles: It is charged by some that the 
Secretary is given summary author- 
ity to make seizures and even 
multiple seizures of articles, the ad- 
vertising of which he does not ap- 
prove. This is a somewhat extreme 
form of the criticism on this point. 
A more moderate criticism holds that 
false advertising subjects articles to 
seizure, to the same extent that false 
labeling does. 

“In order to make the situation 
clear, it is necessary to refer to a 
number of sections in the Dill. 
Analysis shows both of the above 
views to be incorrect. 

“Starting with the section on seiz- 
ure (Sec. 711), we note that an ar- 


What it takes to 


make a champ 
it takes to keep 
him champ 


One becomes a champion by 
doing the things that make a 
champion. 


One remains a champion only so 
long as he keeps on doing the 
things that made him a cham- 
pion. 


True in sport! True in busi- 


Advertising helps a manufac- 
turer build reputation, standing. 
But continuity of advertising is 
required to maintain that stand- 
ing. 


To any manufacturer desiring to 
build standing or to maintain 
standing for his company or 
product in the construction in- 
dustry, we suggest a continuity 
campaign of advertising in En- 
gineering News-Record and in 
Construction Methods. 


The standing of these two pub- 
lications in the construction in- 
dustry has been developed and 
maintained over the years be- 
cause the editors have kept on 
doing the things that made the 
publications leaders. . 


An excellent reason for desig- 
nating Engineering News-Record 
and Construction Methods to 
carry your advertising when you 
decide to either build reputation 
or to hold an already acquired 
reputation with the key men of 
the construction industry. 


ENGINEERING NEWS - RECORD 
* 


CONSTRUCTION METHODS 
McGraw-Hill Publications 
330 W. 42nd St., New York 


ticle in interstate commerce is sub- 
ject to seizure if it is either adul- 
terated or misbranded. Then we 
must refer to a number of other 
sections to see what is meant by 
the terms ‘adulterated’ and ‘mis- 
branded.’ Before doing this, how- 
ever, it may be better to stop here 
and see by what authority these seiz- 
ures are made. Section 711 clearly 
states that the article must be con- 
demned after due process in a U. S. 
district court before seizure is made, 
with one exception however. The 
exception is in the case where ‘the 
article is so adulterated as to be im- 
minently dangerous to health, then, 
nd in such case only’ may the proper 
officer issue an order for seizure. 
The seized article is immediately 
placed in the custody of the court 
and the condemnation proceedings 
go ahead just as though the seizure 
had not been made and might result 
in a reversal by the court. If the 
official erred in making the seizure 
and the owner of the article is dam- 
aged, he may obtain monetary re- 
dress through a civil suit. 

“To go back to the circumstances 


AIR 


Easy to ship 
Mak k 
Ly rey A meme a = 


2] Telephone Air Express 
Division of the Railway 
Express Agency, or call a 
Western Union messenger. 


Door to door pickup and 

special delivery in prin- 
cipal cities at no extra cost. 
Packages are sent via first de- 
parture on fastest schedule, air 
or air-rail to any point in the 
United States. 


(4) Air express travels at a 
speed of 2300 miles over- 
night! Practically all types 
of merchandise accepted— 


C. O. D., Prepaid or Collect. 


Flown in 3-mile-a-minute multi- 
motored passenger planes of United 
Air Lines and other lines. 


For Local Schedules and New Low 
Rates Telephone 
Air Express Div. of the 
Railway Express Agency 
(or call Western Union) 


Add a new word to your telegraph 
code: AIRYX. Means “Ship by 


Air Express Div., Ry. Express agcy”’. 


which make an article subject to 
seizure. We are particularly inter- 
ested in determining if and how false 
advertising can make goods subject 
to seizure. Advertising is not men- 
tioned at all in the paragraph on 
seizure. It affects the question only 
in so far as advertising may be the 
cause of an article being deemed 
adulterated or misbranded. Now we 
look up the sections which define 
when a food, drug, or cosmetic is 
deemed ‘adulterated’ and ‘mis- 
branded.’ It is to be noted that the 
meaning of each of these two words 
differs as applied to the three re- 
spective products. 

“Examining first the chapter on 
foods, we find that there is no way 
in which food can be deemed adul- 
terated on account of any statements 
made in the advertising thereof. In 
the section on misbranding, adver- 
tising is not mentioned either. There 
are, however, three clauses which 
might be interpreted as including 
advertising within their scope. These 
three clauses include the language 
‘if a food purports to be or is rep- 
resented as .. .’ If we interpret 
this as including statements made 
in advertising, then the import of 
the three clauses Sec. 301 (g), (h), 
(j) is as follows: A food shall be 
deemed to be misbranded if it is 
advertised as a food for which a 
standard of identity or quality has 
been prescribed by regulations ap- 
proved by the Committee on Food 
Standards and the food does not ac- 
tually conform to such standards; or, 
if the food is advertised for special 
dietary uses, such as by infants or 
invalids, and its label fails to bear 
information concerning its vitamin, 
mineral, and other dietary properties, 
as provided in regulations approved 
by the Committee on Food Stan- 
dards. 

Applies to Drugs Also 


“From the above it is to be seen 
that in the case of food, false ad- 
vertising can in no case be made 
the cause for summary seizure, no 
matter how terrible the advertising 
copy may be. 

“Turning now to the chapter on 
drugs, we find that a drug shall be 
deemed to be adulterated if it is 
dangerous to health under the con- 
ditions of use prescribed in the ad- 
vertising. A drug shall be deemed 
to be misbranded if it is a germicide 
or antiseptic for body uses which 
fails to accomplish the required ef- 
fect when used in accordance with 
advertised instructions, the tests to 
be made in accordance with regula- 
tions approved by the Committee on 
Public Health. 

“Court procedure may be instituted 
for the seizure of adulterated or mis- 
branded drugs, as above defined. 
Only in the case of an adulterated 
drug which is imminently dangerous 
to health may summary seizure be 
invoked and then it becomes subject 
to regular court procedure. The net 
of this is that only dangerous drugs 
and under-strength germicides might 
be made subject to seizure on ac- 
count of advertising which by its 
statements causes the drugs to be 
dangerous or the germicides to be 
under-strength. 


Advertising Not a Factor 


“In general, false or misleading 
advertising does not make drugs 
subject to seizure. There is a gen- 
eral section which makes false ad- 
vertising a violation of this act and 
subject to certain penalties. But the 
question of seizure appears only in 
the instances cited above. 

“Turning now to the chapter on 
cosmetics, we find that there is no 
way in which advertising could be 
the reason for deeming a cosmetic 
to be adulterated or misbranded. 
Therefore no false advertising could 
under any circumstances be a cause 
for seizure of a cosmetic.” 


Beckwith to Agency 
Sam Beckwith, formerly with S. C. 
Beckwith and later with the Bran- 
ham Company, publishers’ represent- 
ative, has joined Stack-Goble Adver- 


tising Agency, Chicago, as an account 
executive. 


Start Farm Papers, Ltd. 

Farm Papers, Ltd., has been incor- 
porated at Victoria, B. C. The firm 
will publish rural magazines in 
Western Canada. Offices are at 835 
W. Hastings St., Vancouver. 


- 


Aetna Again Stages 
“Automobile Show” 


Following the success of the 1934 
“Automobile Show” of the Aetna Cas- 
ualty and Surety Company, Hartford, 
Conn., the company has produced a 
1935 edition. 

The “Automobile Show” is a litho- 
graphed booklet, with a cover design 
picturing the interior of a large 
metropolitan automobile show. As 


the reader turns the pages he passes 
from one exhibit “booth” to another. 
The 1935 booklet covers the displays 
of 30 American manufacturers who 
show one hundred and thirty-eight 
1935 models. 


Opens New Office 


William J. O’Neill, specialist in in- 
dustrial design, has opened offices at 
155 E. 34th St., New Yerk. 


A PACKAGE 


CHANGE is 


AN ADVERTISING OPPORTUNITY 


This is the actual experience of the E. H. Frecht- 
ling Company. For a number of years, “U S” has 
served them as a source of supply for color-printing. 
Naturally, when they decided on label revision. 
they turned to “US”. 


~~ 


CAI 


ED 
= 


x MRT HAMILTON 


NCED CARROTS. 


THE UNITED STATES PRINTING & 
CINCINNATI NEW 
320 Beech St. 52-V E. 


LITHOGRAPH CO. 


YORK 
19th St. 


BALTIMORE 
420 Cross St. 


No. 6 


Dear Sirs:- 


Cancel my subscription 


nitely driving me nuts. 


'. . « driving me nuts “ 


I was not only a free man but a world traveler. 
stant prison reading of TIME's travel advertising (which, 
I see by the Publisher's Information Bureau, exceeds all 
other magazines in volume for 1934) is rapidly and defi- 


Let Reader C.B.L. see also the Nicholson File advertis- R 
ing in TIME (TIME is first among all magazines in Machin- 
ery, Belting and Toole advertising. ) 


to TIME at once. For years 


Now con=- 


Adios, 


C.B.L. (No. x 32100) 
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AKERS RELATES 
BASIC POLICIES 
OF DODGE BROS. 


Chicago, Jan. 31—Paying a glow- 
ing tribute to advertising as one of 
the forces which substituted public 
desire for fear, Forest H. Akers, di- 
rector of sales, Dodge Brothers Cor- 
poration, Detroit, who pinch-hit for 
A. van Der Zee, general sales mana- 
ger of Dodge Brothers, told the 
Agate Club today that the first four 
weeks of January, 1935, just ended, 
was the most successful period in 
the history of Dodge Brothers. 

During that time, 16,674 cars and 
trucks were shipped to Dodge deal- 
ers, a gain of some 27 per cent over 
the 13,159 bought in the correspond- 
ing period of 1926, which represented 
the previous peak. 

Mr. Akers said the current effort 
of Dodge Brothers is to “follow pur- 
chasing power,” making it possible 
for farmers, for instance, to buy 1935 
cars with the same number of bales 
of cotton they exchanged in other 
years. This has been made practi- 
cable by a persistent program of en- 
gineering and research. 


Tells of Dealer Relations 


Mr. Akers said Dodge Brothers 
pioneered in their relations with 
dealers, realizing that highly effi- 
cient manufacturing was done to no 
avail if motion were lost along the 
merchandising trail. This point of 
view induced Dodge Brothers to 
make exhaustive studies into dealer 
operations so that they could tell 
any given dealer that certain costs, 
such as _ bookkeeping, were alto- 
gether too high in relation to the 
number of units he is selling. 

Mr. Akers made the interesting 
point that an automobile is one of 
the hardest things in the world to 
sell today because of the very public 
interest which apparently would 
make it the easiest. Car buyers, he 
said, are better informed than are 
prospects for any other commodity. 

“Dealer mortality of Dodge Broth- 
ers,” continued Mr. Akers, reverting 
to his favorite subject, “has been 
far lower than almost any other 
manufacturer. This has been due 
largely to a dealer survey we made 
in 1921, which indicated, among nu- 
merous facts, how much gross profit 
a dealer needed for a satisfactory 
return. This survey substituted 
facts for opinions and was in start- 
ling contrast to the days when a 
manufacturer would tell a dealer he 
had to take so many cars at a cer- 
tain discount ‘and if you can make 
any money on them you’re smarter 
than we think you are.’” 


Aid Used Car Sales 


Ten or twelve years ago when 
used cars first loomed as a problem, 
Dodge Brothers sold their dealers 
the idea of reconditioning used cars 
both outside and inside and thus 
creating a local reputation which 
has lasted through the years. 

One result of all this is that 
Dodge, at the end of the worst de- 
pression in the country’s history, 
has its largest and most able dealer 
organization. 

On the question of advertising, Mr. 
Akers told the magazine men: 

“To my mind there are three ele- 
ments in addition to advertising 
essential to success in this business; 
first, public acceptance of the prod- 
uct; second, distribution; third, 
price. We might consider advertis- 
ing fourth. However, without it it 
is most difficult to establish the first 
three. Public acceptance to the de- 
sired degree cannot be established 
through the product alone. The story 
of the product must be told through 
advertising. 

“Likewise, through advertising 
creating demand for the product, the 
necessary distribution facilities are 
obtained. With public acceptance of 
the product and distribution, price 
naturally follows, so advertising 
after all plays a very definite and 
important part in our entire opera- 
tion.” 


An Advertisement 
of the A.B. C. 


To learn circulation trends, watch 
the A.B. C. statements — and com- 
pare them with preceding reports 
to find out which way publications 
are going. 
In the advertising field, we suggest 
that you note the trend of circulations 
as registered by A. B. C. reports 
during the past five years. This is 1 
the period in which ADVERTISING a 
AGE has been in the field. | . 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
Member A. B. C., A. B. P. 


New York Chicago Atlanta San Francisco Los Angeles 
330 W. Forty-second St. 537 S. Dearborn St. Walton Building Russ Building 536 S. Hill St. 
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Wallace Reveals 
An Open Mind on 
Self-Regulation 


(Continued from Page 1, Col. 2) 
cies who acted under powers of the 
government.” 

At the same time, it was pointed 
out, the Department of Agriculture 
and the administration as a whole 
has an open mind on the section in 
the Copeland bill which would per- 
mit self-regulation of the advertis- 
ing of foods, drugs and cosmetics. 

“Let advertisers come forward 
with a definite plan,” one official 
stated, “and some progress may be 


made.” He added: “Why haven't 
they done this before? Our experi- 
ence hasn’t been such as to make 
us especially hopeful, but we are 
willing to be reasonable if progress 
can be made.” 


Appoint Glenn, Fellows 


Walter Pope Glenn has joined the 
staff of Ketchum, MacLeod and 
Grove, Inc., Pittsburgh advertising 
agency, as art director. Clyde A. 
Fellows has been appointed produc- 
tion manager. 


Hanley Names Cabot 
James Hanley Company, Provi- 
dence, R. I., brewer of Hanley’s ale, 
has appointed Harold Cabot & Co., 
Inc., Boston, as advertising counsel. 


W. A. Weygandt Dies 


W. A. Weygandt, former editor and 
publisher of Ohio newspapers, died 
in Cleveland Jan. 26 after a short 
illness. At various times he had 
owned the Lodi Review; Portage 
County Democrat, Ravenna; and the 
Wooster Daily News. He served as 
editor of the Akron Times, Akron 
Beacon Journal and the Bryant news- 
papers. 


Fuller Issues Catalog 


To supplement the calls of Fuller 
Brush Company salesmen, the com- 
pany is furnishing consumers with a 
modern two-color catalog of all 77 of 
the company’s products. Prices and 
an explanation of discounts and 
credit privileges are included in de- 
seriptive material. 


“Journal” Promotes 
Jerome; McLean Named 


John E. Jerome has been appointed 
advertising manager of the Minne- 
apolis Journal, succeeding T. Norman 
Williams, recently resigned. Mr. 
Jerome was national advertising 
manager of the Journal for four 
years. 

Richard M. McLean, formerly na- 
tional advertising manager of the 
Illinois State Journal, Springfield, 
has been appointed national adver- 
tising manager of the Minneapolis 
Journal to succeed Mr. Jerome. 


Names Bayless Kerr 
The Reflex Spark Plug Company, 
Cleveland, O., has appointed the Bay- 
less Kerr Company of that city to 
handle its advertising. 


CHARLES DENBY 


Joins Indianapolis’ 


e Color! Motion! Attention! 
And Consumer Action! 


Spectacular electric signs provide all four. 


Color —through the use of neon and 


colored lamps. 


Motion—through the use of flashing 


effects. 


Attention—because of this selfsame 


color and motion. 


And Consumer Action—te- 
cause spectaculars drive home your mes- 
sage to a city’s buying population—con- 
tinuously—while that buying population is 
on the buying path! 


“‘A NATIONAL SIGN SERVICE FOR NATIONAL ADVERTISERS’’ 


These are the facts that determined H. 
Fendrich, Inc., to advertise their Charles 
Denby cigars with a Federal electric spec- 


tacular in Indianapolis. 


These are the facts that built Chicago's 


“Skyline of Signs.” 
And these are the facts 


that invite your 


consideration if you are interested in 
reaching the buying populations of your 
metropolitan markets — while they are on 


the buying path! 
e 


Why not get all the facts regarding this 
logical and profitable advertising medium? 
We shall be glad to send them to you upon 


request. 


FEDERAL ELECTRIC COMPANY, INC. 
Claude Neon Federal Company 


225 North Michigan 


' BALTIMORE 
LOUISVILLE 


CINCINNATI 
MILWAUKEE 


DALLAS 
MINNEAPOLIS 


Avenue, 


DULUTH 


Chicago, 


HOUSTON 
NEW ORLEANS 


Subsidiaries: oo BRILLIANT CO., St. Louis and Kansas City, Mo. 


INDIANAPOLIS 
PHILADELPHIA 


Illinois 


LEXINGTON 
ST. PAUL 


CLAUDE NEON FEDERAL CO., SOUTHWEST, Oklahoma City, Okla.; Tulsa, Okla.; Wichita, Kansas 


Fitzpatrick 
And Walgreen 
Help Charity 


Chicago, Jan. 31. — Fitzpatrick 
Bros., Inc., manufacturer of Kitchen 
Klenzer, rendered a service to local 
sponsors of President Roosevelt’s 
birthday party and at the same time 
secured some valuable publicity for 
their product by donating 15,000 
Kitchen Klenzer cans to be used as 
banks during the drive. 

Walgreen Drug Stores also co- 
operated with the campaign to make 
the President’s birthday a boon to 
the suffering. Walgreen newspaper 
advertising announced that out of 
every 39-cent brick of ice cream 
sold, ten cents would be donated to 
the birthday party fund. 

Collectors for the fund were sta- 
tioned in grocery stores, banks, de- 
partment stores, motion picture the- 
aters and other locations. A sign, 
featuring the 70-30 allocation of 
funds, contained a slot in which the 
Kitchen Klenzer can was securely 
fastened, with the trade-mark front- 
ing the contributor squarely. 

Mayor Kelly, who fostered the 


|| drive, paid tribute to James E. Fitz- 


patrick, president of Fitzpatrick 
Bros., for his generosity at the 
President’s birthday ball at the 
Stock Yards Amphitheater last night. 
The proceeds were divided among 
Chicago hospitals and the Warm 
Springs Foundation on the basis in- 
dicated. 


R. M. Reynolds Joins 


“Indianapolis News” 

Roger M. Reynolds has been ap- 
pointed national advertising mana- 
ger of the Indianapolis News, effec- 
tive Jan. 28. Samuel G. Howard will 
be merchandising manager. 

During the past few months Mr. 
Reynolds handled advertising promo- 
tion for the Louisville Courier-Jour- 
nal and Times. After an extensive 
career in newspaper work, he became 
national advertising manager of the 
Atlanta Georgian and American, in 
1926, later being appointed director 
of advertising. In 1928-29 he was 
manager of the Southern office of The 
American Weekly, and was trans- 
ferred back to the Georgian and 
American as advertising director in 
1930. 

After appointment as advertising 
director of the Appeal papers, 
Memphis, in 1932, Mr. Reynolds han- 
dled sales promotion for Southern 
newspapers and chain grocery or- 
ganizations. 


Sears to Eliminate 


Certain Tire Claims 

Sears, Roebuck & Co., Chicago, 
have entered into a stipulation with 
the Federal Trade Commission in 
which the company agrees to cease 
and desist from the use of certain 
advertising practices in the sale of 
Allstate tires, according to the com- 
mission. 

Particularly, it is stated that the 
assertion that the tires are used by 
12,000,000 families will not be used, 
and the statement that nine out of 
ten motorists choose Allstate tires 
will be eliminated. 


Joins A. N. A. 

The Agfa Ansco Corporation, Bing- 
hamton, N. Y., has been elected to 
membership in the Association of Na- 
tional Advertisers. Harold J. Potter 
will be the company’s A. N. A. rep- 
resentative. 


Handles Mirro Account 

The advertising account of the 
Mirro Aluminum Company, Manito- 
woc, Wis., has been placed with 
Cramer-Krasselt Company, Mil- 
waukee. 
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PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


CAPITALIZING A NATURAL AFFINITY 


Rubbers and umbrellas go together, so Storm Hero Umbrella Com- 

any, New York, has designed this umbrella handle to hold a pair of 

ight-weight, all-size women's rubbers. The handle and its screw cap 
are molded of black and colored Durez. 


CREATES ADVERTISING OPPORTUNITY 


ee 


New streamline effects, light weight fuel oil engines, bars and other 

accessories are giving boat builders new advertising ammunition. 

This model, a 45-foot cruiser exhibited at the New York show this 

week by Wheeler Shipyard, a0 _ the trend. (Story on 
age 28. 


THE GALS GIVE THE PACKAGE A GOING OVER 


i = ses . 
Clara, Lu 'n' Em, of radio fame, who have been boosting Super Suds 
more than four years, examine the new three-dimensional toy 


bas Ss 


cut-outs on Super Suds packages. (Story on Page 31.) 


ALLIED SERVICE AGENCIES GROUP MEETS IN ST. LOUIS 


Group photograph of those attending the sessions of Allied Service Agencies Network in St. Louis last 


week-end. Seated, left to right, are Henry J. Kaufman and Wm. Sigmund, He 


Kaufman, Advertis- 


ing, Washington, D. C.; Roy D. Elliott, Boston; Oakleigh R. French, St. Louis, newly appointed dictator 

of the Network; Frank G. Japha, Buffalo, former dictator; Carr Liggett, Cleveland; Sidney Garfinkel, San 

Francisco; and Norman W. Tolle, San Diego. Standing are Hugh H. C. Weed, Jr., R. C. Hester, J. W. 

Woods, and L. H. Peterson, all of Oakleigh R. French, Inc.; Earl Smith, Adam Sutcliffe Company, Cen- 

tral Falls, R. |.; H. W. Wenberg, Carr Liggett, Inc.; E. A. Clarke, Philadelphia; Ralph W. Dalton, Troy, 
O.; and Raymond P. Kelley, Syverson-Kelley, Inc., Spokane, Wash. (Story on Page 22.) 


AGENCY PRESIDENT 


Eric Scudder, at one time a vice- 
president of McJunkin Advertising 
Company, Chicago, who returned 
to the agency this week as pres- 
ident. He succeeds William D. 
McJunkin, who becomes chairman 
of the board. Mr. Scudder was 
formerly president of Citrus Prod- 
ucts Company, Chicago. He has 
just returned from a 14 months’ 
tour of the world. 


INNOVATION 


SoS SS 


This fish-net bathing suit over 
flesh-colored backing was one of 
the style innovations shown at the 
style revue in Chicago's Merchan- 
.. dise Mart this week. 


AUTOMATIC ELECTRIC ROASTER INTRODUCED 


oe cade 


Not only the product, but its application, is shown in this photograph 
of the new Nesco automatic electric roaster now being introduced . 
National Enameling & Stamping Company, Milwaukee. 


COKE COMPANY AFFECTS PERFECT TIE-UP 


In gales, blizzards and bitter cold, 

over 500,000 people who live in 

homes heated with New England 

Coke receive clean, uniform heat. 

Order New England Coke today. 
AND SAVE MONEY. 


» 


is 


NEW ENGLAND COKE BRANCH OFFICES 


a ee eee 
> 


Full-page advertisement of New England Coke Com which 
Breks in Boston dailies the same day the news coheaan aan 


the worst storm in many years. (Story on Page 12.) 
‘S 
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5 Cents a Copy, $1 a Year 


LINK-BELT USES 
NEW STYLE COPY 
FOLLOWING TEST 


Readers Decide Issue; Give 
Their Reasons 


Chicago, Feb. 1.—Current indus- 
trial paper advertising of the Link- 
Belt Company on some of its lines 
is appearing in a new dress follow- 
ing a bit of copy testing recently 
completed by 
Julius S. Holl, ad- 
vertising mana- 
ger. The adopted 
format is that of 
the editorial or 
sales type copy 
with numerous il- 
lustrations of the 
outstanding fea- 
tures of the prod- 
ducts advertised. 

Always alert to 
keep his advertis- 
ing program in 
tune with the 
viewpoints of industrial buyers and 
to use the most effective media and 
copy to carry his message, Mr. Holl 
prepared a piece of the new style 
copy on the company’s positive 
power transmission equipment and 
ran it in American Machinist and 
Factory Management and Mainte- 
nance last December. 

Simultaneously, the service de- 
partments of the publications sent 
a letter to 1,000 of their readers en- 
closing a reprint of the current copy 
and one of a typical display page 
of the old school. The letter ex- 
plained that the advertiser had de- 
signed the new copy in an attempt 
to tell a more complete story about 
the product and its performance and 
had asked the publisher’s opinion as 
to its relative effectiveness. 


Julius S. Holl 


Publications Take a Hand 


Rather than give their own reac- 
tion to the advertisement, the pub- 
lications explained to the reader that 
it occurred to them to submit the 
matter to the reader for the real 
answer and asked him to check his 
preference in the spaces provided on 
the business reply card, and return 
it together with any special com- 
ments he might wish to make. 

A highly satisfactory number of 
replies came in overwhelmingly en- 
dorsing the new copy and providing 
Mr. Holl with a wealth of ideas for 
still further improvement, some of 
which have been incorporated in the 
copy now appearing and others to 
be introduced later. A _ tabulation 
of the returns showed 80 percent 
favored the new style, 14 percent 
the old display type, with the bal- 
ance undecided or expressing a 
50-50 attitude. 

Those that endorsed the sales 
type copy in general expressed their 
preference because of the more defi- 
nite and complete information given 
about the products advertised, while 
those adverse to the new idea felt 
that the old display layout was more 
likely to attract their attention, and 
they would ask for further informa- 
tion if particularly interested. 

The first suggestion to be adopted 
was that for using photographic re- 
productions of the equipment illus- 
trated rather than line drawings. 


(Continued on Page 10) 


THE RESULT OF LINK-BELT'S COPY TESTING 


LINK-BELT 


COAL PREPARATION 


NEWS 


Devoted to Better Methods 
of Preparing Coal at the Mine 
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This page which appeared in the January “Coal Age" is, with a few 
minor improvements yet to be made, essentially the type of copy 
which readers of two industrial publications told Link-Belt Company 
they prefer to the usual display style of industrial advertisements. 


G-E ANNOUNCES 
ARCHITECTURAL 
COMPETITION 


New York, Jan. 31—In a move 
to open a wider road to the public 
acceptance of new modes of living 
and purchase of the most modern 
equipment available to those seek- 
ing better living, the General Elec- 
tric Company has launched a 
$21,000 “Home Electric” architec- 
tural’ competition. 

Announcement of the event states 
that “the General Electric Com- 
pany, as a manufacturer of equip- 
ment for the home, is logically 
interested in raising the standards 
of home planning and efficiency. 
The company is sponsoring this 
competition as a demonstration of 
the ability of American designers 
to produce homes which will incor- 
porate those features which are 
conducive to the fullest develop- 
ment of every member of the active 
American family physically, intel- 
lectually and socially.” 

Under a ruling by the American 
Institute of Architects’ Committee 
on Competitions, its members are 
free to enter the event. In charge 
of the program are John F. Quin- 
lan, manager of the Architectural 
Competition for the General Blec- 
tric Company, New York, and Ken- 
neth K. Stowell, professional ad- 


visor, for The Architectural Forum. 

The fact that most American 
homes today fall short of realizing 
the possibilities of fuller living 
which advanced manufactures make 
possible is one of the prime factors 
behind the staging of the compe- 
tition. With a stage of suitable de- 
sign to permit the free use of mod- 
ern products, an acceleration of 
business in the industries involved 
logically follows as one of the ob- 
jectives of the competition. 

Prizes will be given on homes of 
two sizes, 20,000 and 35,000 cubic 
feet, one for Northern and the other 
for Southern in each size, thus giv- 
ing four classifications in the compe- 
tition. The competition closes March 
12. The problem is to suit the needs 
of Mr. and Mrs. G. E. Bliss, and four- 
year-old son, with the smaller home 
and the same couple later with son 
of 14 and daughter of nine years. 

To assist the architects in their 
planning, General Electric is sup- 
plying with every entry blank a con- 
venient, indexed file containing in- 
formation about its products for the 
home. 

To acquaint architects with the 
general facts about this moderniza- 
tion move, the sponsors used large 
advertisements in five major archi- 
tectural papers in January and will 
use the same publications for an ad- 
ditional message on the competition 
in February. The journals are 
American Architect, Architectural 
Forum, Architectural Record, Archi- 
tecture, and Pencil Points. In addi- 
tion, January issues of the American 
Builder and the _ Electrical Mer. 
chandiser were used. 


Business Editors Tell 
of Favorable Outlook 
For Industrial Trade 


Chicago, Feb. 1.—The business sit- 
uation so far as industrial and trade 
paper advertisers are concerned ap- 
pears bright as the new year swings 
into its second period, according to 
reports coming in from editors of 
publications covering a wide range of 
industries. As the year unrolls and 
some of the immediate problems 
dwindle in perspective it is expected 
that many of the major units will 
be feeling their stand on a firm 
foundation once more. 

Industries directly affected by the 
housing movement and units which 
supply equipment and supplies to 
them, appear to be enjoying the 
most active trade at present with the 
exception of concerns which at this 
particular time are straining to keep 
up with the demand for materials 
and parts from the automotive in- 
dustry. 


30,000 Attend 
Open House at 
Allis-Chalmers 


Milwaukee, Wis., Jan. 21.—More 
than 30,000 persons attended an 
open house at the West Allis plant 
of the Allis-Chalmers Mfg. Com- 
pany last Saturday where they 
viewed of chief interest many pieces 
of huge equipment the company is 
building for installation at Boulder 
Dam, some now awaiting shipment. 
The morning was reserved for em- 
ployes and their families and the 
afternoon for the general public. 

A luncheon was given for about 
100 members of the press, mostly 
representing industrial and trade 
publications. They listened to brief 
remarks from Gen. Otto H. Falk, 
chairman of the board, and Max W. 
Babb, president, both of whom ex- 
pressed their appreciation of the 
part the industrial press is playing 
in the move for recovery. 

In conjunction with the event the 
advertising department, under the 
direction of A. K. Birch, issued a 
40-page booklet as a combined 
handbook to the trip through the 
viant and an exposition of the ex- 
tensive and varied line of industrial 
equipment and engineering services 
that comprise the company’s activi- 
ties. W. E. Brown, sales promotion 
manager of the tractor division, han- 
dled the publicity for the affair. 


Produced With Speed 


Notable in regard to the booklet 
is the speed with which it had to 
be produced because of the short 
notice upon which the open house 
was arranged. The booklet, 5x7% 
inches, printed in two colors 
throughout, was conceived, planned, 
written completely, and delivered al: 
within ten days. It contains 105 
halftone. illustrations made ex- 
pressly for the job, some from pho- 
tographs made after the work was 
started. The information that it 
contains had to be obtained from 
over 100 sources. 

The booklet is a liberal education 
about the inception and develop. 
ment of many industries for which 
Allis-Chalmers supplies equipment. ; 


A summary of editorial views fol- 
lows: 

Domestic Engineering: Manufac- 
turers of plumbing brass, plumbing 
fixtures, oil burners, stokers, air con- 
ditioning equipment and many other 
related items report that their plants 
are, at the moment, running to ca- | 
pacity, which is most unusual in 
January. Nothing is foreseen that 
will alter this condition unfavorably. 

Fuel Oil Journal: Judging from 
the way some retail outlets are main- 
taining satisfactory sales volumes of 
domestic oil burners during the nor- 
mally dull winter months, the first 
half of 1935 should exceed the same 
period of 1934 by ten or 12 per cent. 
The increase for last year as a whole 
was over 17 per cent. 


Will Have Wide Effect 


Any increase in this field auto- 
matically increases the demand for 
controls, electric wiring, tanks, 
valves, motors, transformers, fans, 
castings and electrodes. It indirectly 
stimulates sales of boilers, boiler 
feeders, furnaces, hot water circula- 
tors, radiators, copper tubing, iron 
pipe and other heating specialties. 

The capacity of the industry is 
sufficient to meet anticipated in- 
creased demand. 

The Wood-Worker: Home building 
and remodeling and revived activity 
in the furniture industry make the 
outlook for the wood working indus- 
try as a whole very bright. The 
present condition of wood working 
plants is not satisfactory to handle a 
great increase in business. Hence, 
the manufacturers of machinery and 
equipment for this industry should 
experience an increase in business 
even comparatively greater than that 
which will take place in the wood 
working industry. The machinery 
manufacturers will announce some 
revolutionary improvements, both as 
to speed of production and quality 
of products at the first encourage- 
ment. 

New Field Developing 


Electric Refrigeration News: The 
household refrigerator manufactur- 
ers are working at a rapid pace and 
there are material signs of increased 
activity in the commercial field. Air 
conditioning promises te become, for 
the first time, a really important di- 
vision of the refrigeration industry 
during the present year. Manufac- 
turers in the field expect to better 
their 1934 business by a large mar- 
gin; they are way ahead of their pro- 
duction schedule for this time of 
year. 

Engineering and Construction 
News-Record: Distributors of equip- 
ment in this field view the outlook 
for 1935 with greater optimism than 
the manufacturers. Both, however, 
are entering the year with a new 
spirit of confidence that 1935 is go- 
ing to produce a substantially in- 
creased volume of business over the 
last two years. 

Farm Machinery and Equipment: 
Present and near future prospects 
for the farm equipment trade are the 
best since 1930, with a back-log de- 
mand conservatively estimated at 
more than a billion dollars. There 


will be an automatic increase in de- 
mand for chains, bearings, wheels, 


(Continued on Page 9) 
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Emerson Electric 
Gears Every Step 


To ‘Sales Manual’ 


Cleveland, O., Jan. 31.—How the 
Emerson Electric Mfg. Company, of 
St. Louis, set its entire executive 
organization to work writing a sales 
manual was described before the 
January meeting of the Industrial 
Marketers of Cleveland by Lynn W. 
Ellis, advertising consultant of West- 
port, Conn. His subject was “How 
Emerson geared all its work to a 
sales manual—incidentally coming 
out of the red.” 

Mr. Ellis has long been regarded as 
one of the most unorthodox practi- 
tioners in the field. Many have re- 
garded his preachings as esoteric. 
Nevertheless, he has made some 
startling successes, among them 
being the welding of a group of small 
general agencies into a unit under 
the auspices of the Westport Manage- 
ment Institute. Most of these agen- 
cies, while not large, have prospered 
by following Mr. Ellis’ teachings. 

The advertising man’s. subject 


proved something of a misnomer. 
The “sales manual” to which he re- 
ferred is far more than that. It is 
a mechanical guide for the entire 
business, which results in “mechan- 
ically-induced coordination.” 


Coordinating Effort 


As far as Mr. Ellis confined his 
discussion to the sales manual, his 
audience was able to follow him with 
intense interest. His description of 
adaptation of the manual to every 
phase of the marketing and manu- 
facture of electric motors and fans, 
while interesting, left most of the 
audience somewhat perplexed. 

In 1931, Mr. Ellis related, the St. 
Louis company was sharing the 
troubles of all manufacturers, being 
plunged deeply into employment of 
red ink. A new president, coming 
from the banking field, and free from 
the prejudices corollary to long ex- 
perience in manufacturing, commis- 


sioned Mr. Ellis to assist him in de- 
veloping the company’s own new 
deal. 

The advertising man was perfectly 
logicai in telling of his approach to 
the problem of getting sales. 

“No human enterprise is tolerated 
long unless it performs a _ useful 
service,” he said. “Merit alone is not 
enough; society will not support a 
service until it is proved useful. 
Therefore any enterprise must be 
able to prove its right to exist. In 
short, it must develop a sales story. 

“Developing the sales story calls 
for thorough analysis of (a) current 
functions and (b) certain back- 
ground aspects which tend to justify 
both the service and the expectation 
that it will continue to prove use- 
ful. Outlining such analysis auto- 
matically outlines a potential sales 
manual, 


Starting the Manual 


“The service of an institution is 
merely the sum ef its departmental, 
divisional and _ sectional services. 
Each of these, therefore, may fairly 
be analyzed for its right to exist and 
asked to prove the right by con- 
tributing (to the sales manual) 
something a salesman can go brag 
about.” 

Thus, all key men in the Emerson 
organization were asked to re-ex- 


$42,100,000 To Be Spent 
For 30 Power Plant Projects 


Approximately $42,100,000 will be expended in build- 
ing and equipping the thirty new or modernized power 
plants described in the news items published in January 


POWER PLANT ENGINEERING. 


The purchase and operation of the boilers, stokers, 
turbines, engines, piping, motors, speed reducers, gene- 
rators, pumps, compressors and other equipment re- 
quired for these power plant projects will be in the hands 


of power engineers and executive 


Ss. 


May we show you up-to-the-minute facts about the power 
plant market and suggest how you can profitably reach 
this market through the advertising pages of POWER 
PLANT ENGINEERING? 


Turbine Room at 
modernized plant of 
Goodyear Tire & 
Rubber Co., Akron, 
Ohio. 
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Typical industrial paper copy 

being run by The Emerson Electric 

Mfg. Company which is placed by 

the Anfenger Advertising Agency, 
Inc., St. Louis. 


amine their jobs, determine what 
their units had that ought to appeal 
to buyers, then write it up. 

“If anything they were doing 
proved non-essential, or too poorly 
done to make a sales story,” ex- 
plained Mr. Ellis, “their own good 
sense would tell them to trim ship 
before undertaking to write.” 

However, he continued, these men 
were not left to their own devices 
and individual methods, “but were 
given a few simple tools which made 
it easy for each to do an expert job 
of analyzing, short-cutting and re- 
standardizing procedures.” 

“Call the result sales manual, di- 
gest, Bible or Domesday Book, 
merely setting all responsible hands 
at writing such a book forced critical 
self-examination all down the line, 
then months of re-planning, re-fixing, 
and re-testing before any one of them 
was well enough satisfied with his 
unit’s service to let a picture of it 
go for even hypothetical selling pur- 
poses.” 


Tells of Results 


Mr. Ellis painted a fascinating 
picture of the results from the sales 
and advertising viewpoint. 

“The sales manager used the man- 
ual to rearrange his distributor con- 
tracts, then price lists, then catalog 
descriptions,” he said. “The manual 
furnished a ready pattern for build- 
ing a comprehensive statement of 
sales policy. It indexed his expense 
budget sheets. Having built a sales 
plan, he used the same check-list as 
an order of business for the sales 
convention. 

“The sales correspondents—really 
a crew of desk assistant salesmen— 
held an evening seminar weekly for 
several months to analyze their jobs 
in concert. One fine contribution 
which followed was: 

“1. A ‘thought-organizer’ chart, an 
ingenious form upon which to sort 
notes before dictating. 

“2. A model sales letter, illus- 
trating logical order of thought and 
new standards adopted as to typing 
display, punctuation, etc. 

“This system, circulated through 
all channels as suggested practice, 
promptly unified the appearance of 
letters, memos and reports all over 
the place.” 

As for advertising, Mr. Ellis sum- 
marized the new system in these 
words: 

“There is a thundering difference 
in effect both on the company’s own 
organization and its prospects, be- 
tween the sales story sweated out in 
this way and the pretty picture too 
often turned over to the advertising 
manager or agency for dolling up. 
The Emerson way is unquestionably 


the harder on executives who hate 
to be bothered.” 

The machinery created to create 
“mechanically-induced coordination” 
was described as follows: 

“First, there was needed an over- 
all outline of Emerson functions and 
other aspects to govern the re-survey 
and correlate the findings. This 
took thousands of headings, was no 
small thing to create, caused consid- 
erable anguish before the organiza- 
tion began to feel at home with what 
it even now calls, although more af- 
fectionately, ‘them goddam numbers.’ 

‘The numbers, however, were 
added according to the best of li- 
brary science in order to make one 
basic outline do a great many tricks. 
One of the first of those was to index 
a central data library, into which 
workers in all divisions soon began 
to empty their magpie files. That 
began at once both to (a) mobilize 
actual information and (b) visualize 
the all-embracing idea-pattern which 
was to play such an uncanny part 
in promoting coordination. 

“The one outline being big enough 
to analyze any and all Emerson 
transactions, it was of course big 
enough to index data gathered re- 
garding any other given concern or 
industry. However, as a_ seller, 
Emerson is interested in a great 
many appliance industries: as a 
buyer, in a great many supplier in- 
dustries. To keep those industries 
apart—although in parallel idea- 
formation—the library needed a sec- 
ond ‘dimension,’ an index to indus- 
tries. That was another stiff job. 


Speeds Up Coordination 


“Given those two indexes—one of 
industries, one of aspects applying 
to any and all businesses—it was 
possible to index any business fact of 
interest to Emerson, alsu to get key 
men started thinking in one and the 
same two-dimensional pattern. It is 
almost impossible to overstate the 
effect of this in speeding up the ex- 
change of ideas and coordination of 
effort. 

“Since the library visualized the 
new ‘religion,’ it was easy to look 
upon it as the church. However, 
since it was also easy for workers to 
lose sight of the big idea and get 
mired in filing, I shall not risk de- 
scribing the library mechanism here. 
I do, however, want to leave one 
fact of which one must never lose 
sight— 

“The Emerson Library reflects an 
orderly thought-pattern designed 
for, and increasingly followed by, 
the men who make the business go. 

“The library helped instill the pat- 
tern. In turn, it soon began to re- 
ceive the cream of key men’s think- 
ing, pre-fitted to well-defined pigeon- 
holes. Instead of starting and end- 
ing given sequences of thought any 
place fancy happened to dictate, 
they began to design their thinking 
to fit somewhere into the master pat- 
tern, just as they had long since 
learned to design parts to fit into 
specified motor assemblies. 

“The library, organized to the basic 
pattern of Emerson management 
thinking, served as a storehouse for 
material arising from the general re- 
survey, a pool out of which—again in 
the same formation—high-lights of 
fact, policy and standard-practice in- 
struction were to crystallize in the 
Emerson Digest. 

“That original ‘aspect’ outline 
classified Emerson functions, down to 
such detail as signing letters, run- 
ning elevators and testing vapor ten- 
sion. That enabled the key man (a) 
to isolate one clean-cut group of op- 
erations after another; (b) analyze 
it quite independently; (c) thus sys- 
tematically go through his unit’s re- 
sponsibilities from soup to nuts; (d) 
keep his reports from wandering or 
over-lapping, and (e) know when to 
stop and let some other station pick 
up the given load.” 


-PENTON BLDG. 


FRANKLIN H. JOHNSON 


and ASSOCIATES 


Commercial Consultants 


CLEVELAND, O. 


F 


ae ae a ae a 


ae — =< 


Caen n eee eee reer eee eee —————————————EEE———————————==Ex~*X SS — — 
— 
: | | CREPE 
rt | ANS} Yi i: eh \ 
ES | | ye lie eel 
; | “é 4 5% : 
_ A 
es | | ¥ . \ 7 e* ¥ 
| YAS em EK 
; ¥ ; + Ae 
ih « 
5 a 
i “ 
= 
E ; So 
= 
Aa es. #4 
ee | 
er | es 
Sy! 
se 
ae | 
ree | a SS 
aS ——————— 
ui " | 
oe 
ey 
te 
a eee 
: 5: Asi ee 
my 
oe 
| ee 
Or ey 
ney 
ee 
” ee 
iia 
cies ee = 
° 
pe * ~ 
Wea vels , “< ‘ 4s oy n Zz _cisaieeiaai fe PRC ee les a be at ee re 
big 2a * ‘ Re a oe ae an Se 
ase . Loy ; eo ee — 1 RS 
~= # Ree eo os ¢ eo oiee cea tte a 
a tty) tice : aos. ae ee 
mS <i ie a bs <i eg San eames ie iq oe mills 3 
ae to ~ EN ek ’ ae 
Coe ee: HY ve = | 
ote 1a | ia ~ 
ie as 7? a Ran 
rage | Ais _ i Sa a 3 i : H F 
a sien TR ' Fe a= <> a 
ens eg ee... : Ly ; = \ ao - : 
ee * Poe iy a 4 ; - ba) 2 ae “ie , ae ae : 
— Mi i a MN 2 3 IMR he pete = feu ee Oe iy 
ee en. | aga Maire 20 ate 5 Sane 4 Bo ae 1 t-te ey 
eg So = Ser eee a crane “ea. “ee ae 
een a os, Sagi + cae rity RG: . " pe omen. a 
oe “a = | et. . ee! a 
Fat o i a Pies er : a <a... 4 ae petiibaoian ae 5 “ 
: |» IZ Pee sunt “al sf, ~ ae: : 
a % es wists hia ns se * ie, sass : sis oa 74 aa : bet nein ie 
; i lemma aS gale: 7 Bele DAS cs... : a 
fi 2S ; ~ any th eT ge a. . ° ae 
ua hens ae “Ap 5 me th, a i a ee 
a Se re aie ae a 
er, Orgy ae PR as eae 
: CO i I I ES ch a a ; 
Soom AX A DI. SN - - 
a sN\s ASS WN 
Nsss KY i N X\ Sgam \¥Vs 
Pe 
\\ N NN \ WON | 
| 
WG XS N IS | 
NY NS NY NS N ! 
NX NY \ \ 
| RELI EL LAL LLP LIAL AEN NLP LE LEE LEAH S EEG SDE EA SEA EERIE ALBA L ELBE ALE EAN LE LADLE DAS LEI BELLE ALL VERRIER DCE NLELE LN LAER ALANS 
a peed |p Rg en ate Peat MRIS Or EE SS ee ee Se ats ee PaaS An RES. Tiley al aee ares ec ae imeem? Meath eee) ala r a eee 
ook ish eg year eee a eee ie oo ce epee oe SA ES tae IAS) al RSI RCATE Eco 9 ap Sr Sees RR 2 Gk Cee 5 Ree aS oe iM | Seaman eanant, St cain a Mae LT! ee reieege: ac oa oo wee 
eer rere rhe mer is pcuniaed eee Sc ee ieee so a eee es Sts ha Soo ce Nee fo te Sie a a ACA a tts vec eae mace | coins see Riad peas He Sch) Sake ee eo Se 
ee eae EE Tk Teles IAS CNN ge cee eG: | [a alge Pate g ene Dnk Lge ide <easaek AAMC AMS 5 TY ee: Ee eo arsine omar deg tein te ar PaMnet. Sw Teay Seg epee Pe cieH aoe SCS eae ar PA Nara orem re VS aE Rae eo RIE / Soke ea PENG 
ie ae Ee ON Re Oe Meg cst ken a to ER rE gk St eR? ie eee. 2 re Me ARN ST eg A ee eo enero a So ete eer es kara a RNa ac tN Se ia ana SS! Se eS a ears Seana adeeb “ac A ae RS oh a Oe te SE 


a | 


February 2, 1935 


ADVERTISING AGE 


3 


MUST INCREASE 
OUR EQUIPMENT 
FOR PROSPERITY 


Dunn Writes of Theory of 
Abundance 


New York, Jan. 31.—‘“The facts 
plainly demonstrate that abundance 
has never been produced in the 
United States. They demonstrate 
that we have never had, and have 
not available now, enough resources 
and equipment with which to pro- 
duce abundance. . . 

“They demonstrate that in order 
to produce an abundance of neces- 
sities, comforts and luxuries for all, 
it will be necessary largely to in- 
crease the capacity of our indus- 
tries as a whole and invest vast 
additional amounts of capital and 
employ millions of workers for that 
purpose.” 

This startling statement comes 
from the pen of no less widely 
known editor and economist than 


Samuel O. Dunn, chairman of the: 


Simmons-Boardman Publishing Com- 
pany and editor of Railway Age. It 
was made in an article in the cur- 
rent issue of Scribner’s Magazine, 
which has created a profound sen- 
sation among thinking people ev- 
erywhere because of the clarity of 
Mr. Dunn’s logic and the conclusion 
to which it pointed. 


Mirage of 1929 


The editor’s article, covering “A 
Few Facts on the Theory of Abund- 
ance,” was based largely on statis- 
tics of the National Industrial Con- 
ference Board and the Brookings 
Institute, foremost organizations of 
their kind. They revealed that even 
at the peak of “prosperity” in 1929 
no fewer than 11,653,000 families 
were in a “subsistence and poverty 
group.” 

“If all the 5,928,000 families hav- 
ing incomes of $3,000 or more in 
1929 had all but $3,000 of their in- 
come taken from them and trans- 
ferred to the 21,546,000 families 
having incomes less than $3,000, this 
would have increased the average 
income of these 21,546,000 families 
only from $1,433 to $2,183,” con- 
tinued Mr. Dunn’s powerful argu- 
ment against diminution of produc- 
tion. 

Turning to the railroads, a field 
in. which he is completely at home, 
Mr. Dunn pointed out how reduc- 
tions in working hours and advances 
in hourly wages have prevented 
roads from buying capital goods, 
which he regards as the key to re- 
covery. 

“Aided by government loans and 
an increase in net operating income 
prior to May, 1934,” Mr. Dunn re- 
lated, “railroads bought three times 
as much capital goods in the first 
half of 1934 as in the first half of 
1933. Owing to subsequent reduc- 
tion of their net operating income 
due to advances in prices and 
wages and decline of traffic, their 
buying power has been reduced 
relatively one-half, and their buy- 
ing has declined accordingly. 


Remedy That Failed 


“The total volume of production 
and commerce was less in July, Au- 
gust, September and October, 1934, 


than in 1933. Consequently, in 
spite of reductions of working 
hours, total employment was less 


in the fall of 1934 than in 1933.” 

Mr. Dunn asserted that the prob- 
lem of prosperity is constantly to 
readjust relations between all fac- 
tors in production and distribution 
so that a balance will be main- 
tained. Prosperity ended, he said, 
when agricultural income dropped 
far below its rightful due. 

“There must be a large increase 
of investment in capital goods,” he 
concluded, “to make possible the 


large increase of production essen- 
tial to the future provision of ac- 
tual abundance. 

“Any policy ostensibly in the in- 


terest of labor which will restrict 
profits and thereby restrict produc- 
tion in a period of depression will 
protract unemployment of labor and 
indefinitely postpone real abundance 
for labor and all other classes.” 


A. B. P. to Publish 


Social Study Report 


“Facts about Old Age Pension 
Plans,” a factual study made by the 
committee on social legislation ap- 
pointed by the Associated Business 
Papers, Inc., New York, will be re- 
leased Feb. 5. 

“A Study of Unemployment Com- 
pensation,” another report prepared 
by this group and issued early in 
January, met with a favorable recep- 
tion and has been widely circulated. 


Miller Succeeds Roberts 


E. H. Miller has succeded George 
D. Roberts as advertising manager of 
Commercial Car Journal and Auto- 
mobile Trade Journal. 


Find Reprints 
Good as Direct 
Mail Material 


Boston, Mass., Jan. 31.—Reprints 
of industrial paper advertisements 
make worth while direct mail ma- 
terial except in cases where lists 
require individual handling, due to 
technical and specialized informa- 
tion required. This conclusion was 
reached at the January meeting of 
the Technical Advertising Associa- 
tion of Boston in a discussion on 
the correlation of direct mail and 
publication advertising led by Har- 
old A. Rosenquist, advertising man- 
ager, U. S. Gutta Percha Paint Com- 
pany, Providence, R. I. 

It was brought out in the exchange 
of ideas that the use of reprints for 
mailing purposes resulted in ma- 
terial savings in preparation costs, 


while its effect was to dovetail the 
direct mail effort with the publica- 
tion advertising, each giving empha- 
sis to the other. 

Roger A. Poor, lamp advertising 
manager, Hygrade Sylvania Corpor- 
ation, Salem, Mass., president, and 
Edward S. Lawson, advertising man- 
ager, The Foxboro Company, Fox- 
boro, Mass., vice-president, were 
elected directors of the National In- 
dustrial Advertisers Association 
which has accepted the local or- 
ganization as a chapter. Many tele- 
grams of good wishes were received 
from other chapters, 

A number of designs for a letter- 
head for the Boston chapter were 
submitted in a contest which will 
be judged by a committee composed 
of Arthur F. Lewis, advertising 
manager, Simplex Wire & Cable 
Company, Cambridge, Mass., James 
H. Watson, advertising department, 
S. D. Warren Company, and James 
T. Chirurg, of the agency bearing 
his name. 


Attendance at the meeting com- 
prised industrial advertising and 
sales managers from a wide area 
outside of Boston including Fitch- 
burg, Foxboro, Salem, Mass., and 
Providence, R. I. Mr. Lawson is 
directing a drive for new members. 


E. A. A. Told to Humanize, 


Dramatize Industrial Copy 

Fred W. Geisler, of the Chicago 
office of Ruthrauff & Ryan, Inc., and 
a former industrial advertising man- 
ager, told the January meeting of 
the Engineering Advertisers’ Associ- 
ation that technical men are human 
the same as others and may be ap- 
pealed to with the type of human 
interest and dramatic copy that to- 
day is doing a successful job for 
soap, cosmetics, tires, and automo- 
biles. 

Joseph C. Greis, vice-president, 
Manz Corporation, printers, pre- 
dicted a much greater application 
of color to industrial advertising and 
urged special attention be given to 
its use. 


To the first printers, ink making day was a holiday 
celebrated as a picnic held around the boiling oil pot. 


KIMBERLY-CLARK CORPORATION 


Established 1872 « NEENAH, WISCONSIN 


CHICAGO, 8 South Michigan Avenue e NEW YORK, 122 East 42nd Street 
LOS ANGELES, 510 West Sixth Street 
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THE PERFECT PRI 


MANUFACTURED UNOER U.5. Pat MO. 1918088 


TING PAPER 


St bene 
of the poulers 
VAN EYCK 


to make this 
legible 


‘Tue tyre on this page is easy to read today because 
500 and more years ago the Court of the Prince 
of Burgundy was fabulously lavish in its display 
of jewels and furs, velvets and precious metals. 

To the painter Hubert Van Eyck, this display 
was a challenge to find colors capable of repro- 
ducing the splendor of what he saw on canvas. 

Calling on his young brother Jan, who was also 
a painter, he began his search for such colors, 
and after years of experiment discovered a 
method of preparing linseed oil to serve as a 
foundation for paint. This discovery became’ the 
basic formula from which were evolved both oil 
paints and printing inks. 

Since the Van Eycks’ discovery preceded mov- 
able type by at least four years, it can be placed as 
the first step in that series of inventions which 
have made modern printing possible. ... And which 


Page 


have reached their newest phase in Kleerfect— 
The Perfect Printing Paper. 

To the strength and opacity, essential to any 
printing paper, Kleerfect adds two new qualities: 

Freedom, for all practical purposes, from two- 
sidedness of color and surface; thus insuring 
printing of equally high quality on both sides. 

Improved color that eliminates glare, gives 
effective contrast with the greatest number of 


four printed colors. 


printing inks and types of illustrations and permits 
the maximum true reproductive power of one to 


Before you produce your next mailing, see 
samples of the better work Kleerfect makes pos- 
sible. A request to our advertising department in 


Chicago will bring them to you and the name of 
the merchant nearest you who stocks Kleerfect. 


: Pe ee 
“ | eS 
ee — _ $$ I 
p ! | — — : es - 
> : 
4 f 
7 | Fr ; 
4 
, 
] a 
| é 
peer 
| | ees 
| ioe 
ee a 
‘: - 4 
Jae 
| ae 
| ’ | ‘Pers 
= il ABins ad 
ee —————— ee 3) 
ite 
et 
ae | ‘ & Sa > oe i 
‘ Big as 25 
ba et ack 
ee pe 
: a Boe 26 
2 aire 
: ee 
salle te 
perkates 
‘ hapa 
bo pee ae, 
to * $-0ae 
‘ ¥ 
of. da ; 
= Ai sll | 5 
bs FF - Are) 
s/, Vain =" Lines 
aes * hae “3 X, a ae ' 
’ ~ Thee : 
° 4 NI > e t a . 
. ae . 
seh a i¥ * & 
a Se ee , 1 Jt e oe 
’ = Rae f d } . % A 
Peers. ok , id i a, be * rag 
¥ ees } ~~ if y if <a. + sy ies eae 
— ; - 1! wf oe he i ian 
) — = pes 
" f 4 ’ : ee 
‘ ‘ i \! | es = 
: 3 a . e¢ O 7 
+? ae ~ ‘ ‘ ° me ‘ si. 
ee Pa ic, ciate, a J ii Ke & . ‘ ses 
rupee ec Se ee a en eee aay . Dees 
re re at, z- aR RS ey — = mo 
A 4 — ay my 2 aes 
a een eee 2s ee a = . he 
ee errs thc, a ee _ == ee 
oe Dee cee ve ee eens ae oa Oe ye eee 
‘ER a aaa 2 ere Baa : eg . : ih ee 
i es: gir . 
oF ae Reh ete De ee eS Piney ¥. 
. ee ee ae eae Sa ; 3 , . : 
aie oe re Sr en em op: na. Re tone oe : c TS ‘ fits 
TS cay ae aE en eM oe tte ee = BE oe 
Fae aie One ne soak Mi en Se Gah cae 93 , oii 
wees wip sco 2 a ei x ; Lo coget 
Eee RN re oe ee Ee \h oe ; . Peici 
ee ee , ae” ee 
ey ae i Se oye ¥s bs > i 
ee oma a on, a " s % ; igs 
ES ee aaa CE, et x if eaves 
Bid 2 say ta Ay oT 4 © " it ain 
Seger h — og sree) Seatac 
: ea lcs i a eres Te 
Sue Wa a 
2 4 “ id, eT ee aa yor Ma a) 3 ‘*. ere oe 
rte Weiaea fb | . i 
AC: Coe eee Su eZ é cigs 
. i aa cae e% ena ‘ 
EE ae te eatin ah . jets 
| ofS dele dc Maa en ge ea A SOME AS a Sea a 
OO iat cei «pee cnet ness ay Pe tees ed Santer, J eauremn : 
‘ - a ey NN ee se ee 
5 Ee ey < 2 eee : a 
he a 7 ae ; > aa — ‘ i 
| 7 5 - Es san it ee | 3 Fe 4 en wid ee : : ; 
| P 4 me ie = - hed . 
% Pom - : - fai Pa ie Hh ¥ 
£3 { ae ite z, 
4 i = Po ee” aa 
Sera : Sh Soe ee ee 
; ~ iy a oe ee a een ee ee ail 
en -, Siateieeene, NR 2) me as oD tar 
ce ae ae eh >, nn ae Mh Cee : bg 
{ oe . Sees ft hae ue 
Se ee OS 
i : a oe Fe CBT : ee oh ee ee, ee ee oe x P - 
j poe ae BG oh ee SS Ee ak ee ee ae 
| ane = oe ris ee Sle eam ee eee eae a de iiades pera FM Sod 
| ee ee ai ae ; Peay Pc ci ce Pala ert Sa 28-3 Loar ee ee, 
| ee ee ee WN Oe PE ee os Ce mtn eS 
Pe nes ee Sa ee ee ae CF ye ee : 
& Fei ends Maen mit to PED ER in ere aes nee Duet ne aC i! Be A ea : 
- es sew eat ee (AERA No ate ahr ae aro ie ae Seen ' 
2 w oe . ae , % 
. ues shen. Se ee al im oe ag ee a Rie ah ae ei ar Meee : 
Pea ee 4 Pe ne esr. eee e Hl ager et " Hae Siar 7 
ely tee i ee eee FR MR Tie ata OR eS IS i 2 alle kai j ed 
CR gf. ee or, es CRM ee eS i Rat ata, SNe eee Me 
; eS ee Sige 5 rate N TD NTE eee eee ie oe a ae eet 
SEO EE EOE WIRE OR -. _celS  Z oS) aE aia eae ele), ce ear a hte Niet 
PEON STE SO Sr ee CET ib a Si ee ree eras 
: . : . oie 
fae ae 
SC Tease 
eee 
: 
SS ee a 
a 
. 
fit Tage are eee! aa | Sen ee eg Bee a raters, OM es” ee SN Sa a : ; si ee : : - peat wa) unt: 5 oat : a 
milan a oS aa ee Ob ea ee Sahar: ie ine ie a ie ‘se aaa Se Re wens = Tb a eee at Ba ee Ee ee ce Bert i ceeesd aon eel 
aT een ee , : BLA sare Fac ete arte oN Greg ie es, ee CS MR Seer ee Ne RE Seep = ayer ies en Fre ees 
i ae cn iin gee 2 ae hc rd Se ie he a ae De mT ge tee ee ae Ae en on ee te, ra a eee x es FO te ei a ia ae 
Lee pe at Vpn ipe op ON ee Ee ge tea Rt ee ene ae Ee 1 Fe agence Dice Ten oi eet fr. Ri ti ee ARN te as a at aca an I Sl Pee os. eee ie StR Ogee en a a 
Pee Ae Macs OS, teeth Ae Ag SRS cea h an POR a” me ee Ra ONT oan US WL ase cat MORRIE no NESSES Rae? © ee Rika er «ee tee) 1d uae chee 2 iB So NE eat Reems eas teeta ui Pamir, 2a rh DN Sk se et hae Oe st ens nee ree 
A SERPs AL Ae a ER eae PREETI A MOY es Reg CUR DY et Se Seg PCE TN fae ie Pe eRe er 2," op SAR te tn cae Rape eee eR ON au ts os ia earn ee loa sta a ae rears ele ig, re aaramen ame oean anaes 5 pean ee ee * 


4 


CLASS & INDUSTRIAL MARKETING SECTION 


February 2, 1935 


Class & Industrial Marketing 


section of 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


For 18 years devoted to the advertising and sale of products to industry 
ISSUED FIRST SATURDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 537 S. Dearborn St., Chicago.............. -....Tel. HAR. 7504 
ee eee MD SE ME a. va enonccccdsccccecconscccs Tel. BRyant 9-6432 
G6. D. CRAIN, Jr., President and Publisher 


KENNETH C. CRAIN, Vice-President 


E. KEBBY, Secretary 


MURRAY E. CRAIN, Managing Editor 


RALPH O. McGRAW, Associate Editor 


KEITH J. EVANS, Contributing Editor 


Advertising Representatives 


J. R. BOLAND, New York 


O. L. BRUNS, Chicago 


SIMPSON-REILLY, Russ Bidg., San Francisco 


MEMBER 
Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers’ 
Association, Advertising Federation of America 


Vol. 6, No. 5 


FEBRUARY 2, 1935 5 Cents a Copy, $1 a Year 


Recheck Your Markets ! 


The general improvement in in- 
dustrial markets now in evidence 
calls for some careful study of sales 
and advertising opportunities by the 
executives of companies selling to 
industry. The advance now being 
made is not entirely uniform, but is 
somewhat spotty with reference both 
to industries and to geographical 
areas. Thus it is important for those 
in charge of market research and 
sales development to recheck basic 
facts in the light of current activi- 
ties. 

Many of the old yard-sticks of in- 
dustrial buying power, especially of 
a statistical nature, are no longer 
reliable. On the other hand, some 
industries which were well flattened 
out at the bottom of the depression 
are coming back with surprising 
speed. One reason is the revival of 
buying among their customers, and 
the other is the improvements which 
they have been able to make in the 
products which they manufacture. 
The combination of these two ele- 
ments provides a well-nigh irresist- 
ible urge for increased sales. 

Because conditions are changing 
so rapidly, merchandising execu- 
tives should make use not only of all 
reliable information coming to them 
from their own field men, distribu- 
tors and agents, but should endeavor, 
so far as possible, to have constantly 
available a broader picture of indus- 
trial activities and of the trends of 
industrial demand. Orders and in- 
quiries should be analyzed even more 
carefully than usual for the purpose 
of noting any interesting develop- 


| 
| 


ments in fields which may have been 
latent in recent years. 

In this general defining and re- 
checking of industrial markets, the 
business publications should be of 
great aid to manufacturers. Their 
editors and field workers are in con- 
stant direct contact with important 
units in their fields, and these con- 
tacts, many personal, supply a vivid 
picture of new developments which 
are affecting buying now and will de- 
termine the character and extent of 
demand for materials and equipment 
in the immediate future. 

Many industrial publishers have 
been making careful surveys of new 
conditions, and are reporting the out- 
look with reference to the purchase 
not only of materials and supplies, 
but also major equipment. The pic- 
ture of obsolescence which has been 
revealed, in most cases, proves the 
point that there is a potential de- 
mand for modern machinery which 
will keep producers of improved 
equipment busy for years to come, 
once given favorable conditions for 
purchase. This is the sort of infor- 
mation which is of most value right 
now. 

Successful advertising has a long- 
range aspect, but it is of great im- 
portance at this time to point out 
specific opportunities for immediate 
sales promotion and _ advertising 
effort. Thus the market analyst 
again becomes the man around whom 
the strategy of industrial selling 
must be built, and whose findings 
will light the way for successful ad- 
vertising and sales effort. 


How Industrial Advertisers Can 
Help Each Other 


C. E. Hooper, of Clark-Hooper, 
Inc., whose ideas on copy-testing are 
being given much attention in the 
general field, thinks that industrial 
advertisers have a unique opportu- 
nity to solve their copy problems be- 
cause they do business with each 
other. The cannibalistic quality at- 
tributed to them by Mr. Hooper has 
not been entirely overlooked, but we 
agree with him that more might prof- 
itably be undertaken along this line. 

Practically every industrial adver- 
tiser not only sells to industry but 
buys from industry. Thus its own 
organization — engineering, produc- 
tion and marketing—is a little lab- 
oratory in which the copy and sales 
methods of other industrial adver- 
tisers are constantly being tested. 
If the tests were recorded, what a 
mass of valuable material, pointing 
the way to better techniques, would 


be accumulated! But unfortunately 
this information is not regularly col- 
lected, nor is it recorded and com- 
pared, with the result that the buy- 
ing operations of industry, which are 
as easily ascertainable as the sell- 
ing operations, are not sufficiently 
studied and analyzed. 

Here seems to be a task made to 
order for the National Industrial Ad- 
vertisers Association. Its own mem- 
bership represents some of the larg- 
est and most representative indus- 
trial plants in the country. It would 
be a simple matter to make a study 
of the buying activities of these 
plants, and to check them against 
the advertising directed to their ex- 
ecutives. The analysis of this in- 
formation might justify certain con- 
clusions which would be extremely 
helpful to the whole membership and 
to the field in general. 


JUST ANOTHER OF THOSE LITTLE 


ANNOYANCES 


—Life. 
"Gosh, Mr. Chrysler! | just looked up suddenly and there it was!" 


Voice of the Industrial Advertiser 


Miss Curley, Please 


Meet Miss Suarez 

To the Editor: I was very much 
interested in the picture in your 
Jan. 5 issue showing Wm. E. Mc- 
Fee welcoming Miss Marion Curley 
into the Cincinnati Association of 
Industrial Marketers. It may be of 
interest to you to know that the 
Philadelphia chapter has been rep- 
resented by the fair sex for more 
than three years, the member be- 
ing Miss Frances Suarez, advertis- 
ing manager, Philadelphia Quartz 
Company. 

Miss Suarez has always’ been 
very active in our organization, has 
attended N.I.A.A. conventions, and 
at the present time is doing a 
mighty fine job for us as chairman 
of our publicity committee, or 
should I say chairwoman. 

I am not writing this with the 
intention of stealing the C.A.I.M. 
thunder, but as a matter of record 
and with the feeling that you might 
want to introduce Miss Curley to 
Miss Suarez through your valuable 
paper. 

A. 0. Wrz, 
President, Eastern Industrial 
Advertisers, West Chester, Pa. 


> ee 


Wants Market Data on 
Truck Bodies and Hoists 


To the Editor: One of our cli- 
ents, a manufacturer of steel truck 
bodies and hydraulic hoists, wishes 
to get detailed information about 
the marketability of his product in 
the states east of the Mississippi and 
north of the Ohio rivers. 

He wishes in particular to know 
the principal outlets for this prod- 
uct—all of the possible sales av- 
enues—and just who are the buyers 
of truck bodies and hoists in the 
territory named. He would like 
information relative to such buy- 
ers covering a period of the last 
five to ten years. 

We are wondering if you would 
put us in touch with some statis- 
tical or research organization which 
could furnish this information as 
accurately as it is possible to get 
it. 

C. A. DICKHAUT, 
Manager, The Youngstown 
Letter Shop, Youngstown, O. 
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Strong Medicine Is O. K. 


If Given Sugar Coating 

To the Editor: In regard to this 
matter of “ditch digging’ copy, I do 
not believe that we get very far when 
we try to talk machinery in the tones 
of Isaiah prophesying the Messiah. 
People just won’t take it that way. 

I will admit that some cases need 
quinine, or calomel, or maybe ipecac. 
But I don’t see why the strong medi- 
cine isn’t just as good in capsules or 
sugar coating as raw. 

In other words, I still believe a 
serious man can be an optimist, and 


I don’t believe rage, frenzy or tears 
help sell goods, 

If salesmen were as somber and 
dull and disagreeable as many 
pieces of industrial copy I see, they 
would not stay salesmen long. 

GEORGE APPEL, 

Manager, Cleveland Service Dept., 

McGraw-Hill Publishing Com- 
pany, Inc., Cleveland, O. 
vvy 


Mr. Ferris Did Not Do 
All of the Talking 


To the Editor: There is one 
item in the report of activities of 
the Milwaukee Association of In- 
dustrial Advertisers which appeared 
in your Jan. 5 issue that we should 
like to correct. 

The statement “Industrial adver- 
tising men are poor marketers, etc.” 
was made by F. O. Wyse, adver- 
tising manager, Bucyrus-Erie Com- 
pany and not by W. P. Ferris, sales 
manager, Blackhawk Manufacturing 
Company, as it appeared in the 
story. 

I can easily see how this error 
happened as the statement I sent 
you read as if Mr. Perris made all 
of the remarks. Some of them were 
made in the round-table discussion 
that followed the main talk by Mr. 
Ferris. I did not give you the 
names of all who made the various 
remarks as I thought it might be 
rather cumbersome. 

E. E. LAsuway, 

Sec. and Treas., Milwaukee Asso- 

ciation of Industrial Advertisers, 

Milwaukee, Wis. 

7, 27 F 


Engineers Slow to Get 
Merchandising Minded 


To the Editor: In regard to a 
statement attributed to W. P. Ferris 
in the Jan. 5 CLAss & INDUSTRIAL 
MARKETING, for further clarification 
to your readers may I say that in 
connection with a talk on budgets I 
made the statement to the effect 
that, in general, industrial manufac- 
turers are poor merchandisers, are 
essentially engineers and shop men, 
and not nearly as “merchandising 
minded” as the men who merchan- 
dise consumer goods. 

My plea is that industrial advertis- 
ing men in going to these industrial 
executives for money bear this in 
mind and present their requests as 
nearly as possible in the manner 
used by these engineers and manu- 
facturers in making their engineer- 
ing and manufacturing plans. They 
must try to sell their executives on 
the idea of merchandising the prod- 
uct that is planned and built so well, 
but they must not expect the execu- 
tive to readily catch their own en- 
thusiasm for merchandising. It 
often takes years to make an en- 
gineer or a manufacturing man 
“merchandising minded.” 

F. O. WYSE, 

Manager of Publicity, Bucyrus- 

Erie Company, South Milwau- 
kee, Wis. 


Information 
for Industrial 
Advertisers 


The following documents may be 
secured without charge by any ad- 
vertiser or advertising agency from 
the publishers sponsoring them, or 
through Crass & INnpusrriaAL MAr- 
KETING. 

101. Steam Plant Practice in the 
Meat Packing Field. A report of an 
engineering conference for the dis- 
cussion of trends in the design and 
equipment of steam plants for the 
production of steam for processing 
and power purposes. The National 
Provisioner, Chicago. 


103. Motor Truck Operation in the 
Baking Industry. 

This survey by Bakers’ Helper 
fixes annual truck purchases by bak- 
ers at $18,054,000, this figure placing 
the baking industry fourth in all in- 
dustries in the use of motor trucks. 
In a study of 5,000 bakeries in 40 
states, Dodge was shown to lead in 
popularity, followed inthe order named 
by Ford, Chevrolet, White, Interna- 
tional and GMC. The total number 
of trucks operated by the industry 
is 80,240. One-ton trucks lead in es- 
timation of the trade, its supremacy 
being sharply challenged by one and 
one-half ton vehicles, however. 


130. The Resale Market. 


A survey of the market consisting 
of the manufacturers of machinery 
and engineered metal products who 
buy parts and materials to incorpo- 
rate into their own products. The 
report, which is issued by Product 
Engineering, also shows the signifi- 
cant trends and activity in product 
design. 


124. The Mill and Factory Method. 


A colorful and graphically illus- 
trated explanation of the unique 
means whereby Mill ¢ Factory ob- 
tains and maintains a circulation of 
the currently active buyers of indus- 
by enlisting the mill supply distribu- 
trial plant equipment and supplies, 
tor as its circulation manager to con- 
fine subscriptions to the actual buy- 
ing influences in the modern indus- 
trial plants. 


121. Air Conditioning In Business. 

A nation wide study by System and 
Business Management on what air 
conditioning is doing and can do for 
business. The study is divided into 
four parts: 1. Experience and opin- 
ions of executives in all lines. 2. 
What retail outlets are best pros- 
pects. 3. Experience of users of air 
conditioning. 4. Industry’s need of 
air conditioning. Detail figures and 
answers to definite questions are 
given. 


142. 


The Survey to End All Other 
Surveys. 

A folder issued by Brewers Journal 
presenting the details of a “Survey 
of Surveys” of publications in the 
brewery field compiled by Russell T. 
Gray, Inc., industrial agency. 


84. 1930 Inventory of Metal-Work- 
ing Equipment. A 70-page survey 
covering the metal-working field 
issued by American Machinist. 


128. Guide for Sales Managers. 


A large chart issued by Hardware 
Age with maps and tabulations to 
enable sales managers to gauge the 
relative values of the individual 
states and of the nine geographical 
divisions of the country from the 
standpoint of the sales possibilities 
they offer. 


112. Industrial Lubrication in Food 
Plants. 


The lubrication of food plants of- 
fers all of the problems found in 
lubrication in any other field, with 
the additional complication that it 
is always possible that some of the 
oil will drop into food in process. 
For this reason, premium  water- 
white quality is widely used. This is 
one of the interesting points made by 
this market analysis by Food Indus- 
tries. 
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HOUSE MAGAZINES 
GET HIGH RATING 
AT E. A. A. CLINIC 


Chicago, Jan. 31—A direct ques- 
tion put to the Engineering Adver- 
tisers’ Association January clinic 
meeting devoted to industrial house 
magazines established these medi- 
ums as a separate and inestimable 
division of the advertising effort 
that does not replace any other 
form of media. A few, however, 
viewed them as a part of the direct 
mail program, but others did not 
feel that it would be possible to 
get the appropriation for them trans- 
ferred to increase other activities 
were they to be discontinued. 

By and large the publishers of 
external house organs look upon 
them as the most productive of di- 
rect and tangible results of any- 
thing else they do. Figures quoted 
proved conclusively, as far as 
traceable, that actual orders are 
booked at costs far below those 
produced by any other part of the 
program. 

It was the concensus however, 
that the business produced by house 
magazines materially aids them to 
get larger appropriations as a 
whole for their activities in gen- 
eral. 

The editerial objectives in pub- 
lishing these magazines are varied. 
Some are designed to show results 
achieved with the dquipment of 
the advertiser, some expressly for 
creating good will, others to dis- 
seminate propaganda to create in- 
terest in the particular type of ser- 
vice or commodity featured. All 
make a definite effort to get direct 
inquiries, but few for direct sales. 


Use Business Reply Cards 


The most effective means of 
drawing inquiries according to the 
experience of those contributing to 
the clinic is the enclosure of busi- 
ness reply cards, which have been 
found far more successful than cou- 
pons. Some of these provide for re- 
quests for information on specified 
products, others are general in 
form, each kind apparently bring- 
ing to its respective users a satis- 
factory number of returns. 

One house magazine using the 
general form of reply card gets an 
average return of eight per cent on 
a 15,000 circulation, all rated high 
in quality and in eventual orders 
closed. The effectiveness of the pub- 
lications is judged by these returns 
and from general comment about 
the medium by the trade to sales- 
men and distributors and in general 
correspondence. 

The editorial practice with but 
one exception is to edit the publi- 
cation within the organization be- 
cause of the intimate knowledge 
deemed necessary to produce a good 
job. It is advantageous to have this 
work done by someone with news- 
paper or publication experience and 
a good sense of news value. It was 
for the last reason that the one in 
exception, produced by an advertis- 
ing agency, was declared to be done 
outside because of special facilities 
of the agency to handle it. 


Pay for Little Material 


Editorial material generally is ob- 
tained from company salesmen, de- 
partment heads, representatives, 
seldom from free lance writers. 
Only a small amount of material is 
paid for, but the cost of pictures 
entailing expense on the part of the 
supplier is covered. In special in- 
stances authors are given by-lines. 
One advertiser sends a gift to ev- 
eryone sending in stories or pic- 
tures pertaining to its products 
whether or not such material is 
used. 

An editorial tone of general in- 
terest is considered most desirable; 
but little strictly technical matter 
is published. Where display adver- 


tising is used same seldom runs 
over 30 per cent of the space in the 
publication. 

Most of the house publications 


are mailed flat in envelopes. Some 
address on the cover and mail un- 
der permit where ten or more go 
to the same city. One advertiser 
makes a special effort to give his 
publication the appearance of a 
general magazine and mails each 
issue in an especially designed en- 
velope printed in two colors. 


Considered the most common mis- 
takes made in publishing industrial 
house magazines were: too much 
shop talk; trying to be funny; too 
blatantly advertising one’s own 
products; talking about the house; 
getting stale because of a lack of 
news value on the part of the 
editor. 

One advertiser interested in a co- 
operative publication spoke highly 
of the idea and the results received. 


Another using a full newspaper size 
and style rotogravure four-page 
sheet, edited strictly in line with 
the metropolitan newspaper prac- 
tice, carrying its own display copy, 
insisted, for his problem at least, 
nothing else could take its place. 


492 Paes in 
Big Special 
Of ‘Iron Age’ 


New York, Jan. 31.—While the 
Jan. 3 issue of The Iron Age was pre- 
sented as the annual review number, 
editorial content, volume of adver- 
tising and the large units utilized by 


many advertisers made it even more 
significant as an index to the im- 
mediate future of the steel industry. 

Nearly 500 advertisers were repre- 
sented in the special issue, and they 
utilized 285 pages to tell their respec- 
tive stories. This is the largest vol- 
ume of advertising that has been car- 
ried by The Iron Age in four years, 
or since its corresponding issue of 
January, 1931. 

The renaissance of color also told a 
story of renewed confidence. No less 
than 115 pages of advertising ran in 
color, the highest percentage in many 
years. 


Eight Pages in Roto 


Lukens Steel Company, Coatesville, 
Pa., held the distinction of being the 
largest single advertiser with an 


eight-page insert which was printed 
in rotogravure to tell the pictorial 
tale Lukens had to unfold. There 
were another six-page unit, several 
four-page advertisements and numer- 
ous four- and two-page inserts. 

The issue was also notable because 
of numerous vivid paintings dealing 
with the steel industry. 

“We are confident that business is 
going to be better in 1935,” said C. 
S. Baur, business manager of The 
Iron Age, “and we believed in this so 
strongly that we didn’t hesitate to 
spend real money for art work, color, 
etc., in order to make the issue a 
source of genuine help and inspira- 
tion to executives in the industry. 
The very bulk of the issue, with its 
492 pages, should in itself inspire 
confidence.” 


dustry." 


Three reasons— 


330 W. 42nd St. 
ABC 


A BOY’S GAME 


IT IS MORE THAN 


"FOLLOW THE LEADER" illustrates a fundamen- 
tal principle of marketing, which, persistently ap- 


plied, will add sales and reduce selling costs for any 


progressive power equipment manufacturer. 


It is this: "Concentrate selling effort on the lead- 


ing companies and power engineers of every in- 


1. They represent a huge, concentrated market 
that can be reached economically. 

2. Their experience with new equipment and 
methods sets the standards followed by all sizes and 


types of plants in their various communities and 


industries, which makes them the most important 


ones to reach. 


3. They are responsive to constructive selling, 


which means they can be reached profitably. 


Applying this principle, during the past twelve 


months more than 200 companies invested over 


half of their power-field advertising dollars in 


POWER. Thus repeatedly 


their sales messages 


reached industry's “leaders,” and through them 
penetrated the entire power field. 


More than a hundred companies have already con- 


tracted for space in the March issue. First forms— 


February 23. 


POWER 


New York, N. Y. 
ABP 
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Architects Voice Need 
For Better Type of Copy 


By BENTON B. ORWIG, Sales Manager, “Architecture” 


URING a normal 
D riod an average of 46 pages of 
advertising matter, magazine size, 
reach an architect's office every work- 
ing day in the year, and of this 
material architects report that only 
a small percentage is in an effective 
and satisfactory form. 

The architect looks for his infor- 
mation primarily from his journals, 
feeling it is his sure way of being in- 
formed of new and improved build- 
ing equipment. Therefore, every 
time a manufacturer buys white 
space in an architectural journal he 
is seeking to cooperate with the ar- 
chitect and to solve his problems. 
But if he uses poor copy he is only 
wasting money that in the end must 
be paid out of the consumer's pocket. 

Perhaps the fundamental idea to 
keep in mind is that advertising di- 
rected to architects should be pre 
pared by somebody who understands 
the architect, who knows his likes 
and dislikes and his requirements, 
who speaks his language and sees 
from his viewpoint. 


Is a Professional Man 


Briefly, the architect is a profes- 
sional man of first importance, one 
whose scope is broader than that of 
members of other professions, one 
who plans and acts as the owner’s 
counsellor, one who has had a thor- 
ough and costly education so that 
he knows Classic, Medieval, Renais- 
sance, Modern, and other forms of 
architecture. 

The architect must know the gen- 
eral laws relating to building and 
keep abreast of the new products 
which are continually coming on 
the market, in order that he may 
use the good and reject the bad. He 
is called on to calculate building 
costs, produce sketches, working- 
drawings, specifications, details and 
designs, so that through his profes- 


building pe-|sional training he may secure and 


sell the client. 

Considering the value of the archi- 
tects’ good will and specifying power, 
what is the best means of reaching 
them through advertising copy? 


Should Create Confidence 

At the outset it is pertinent to 
point out that the basic relation be- 
tween the architect and the manu- 
facturer in advertising should be 
one of confidence and honesty. If 
the architect has his way, he would 
rather use a product that costs more 
than another if he is assured of the 
service and reliability back of that 
product. 

To illustrate this point, some man- 
ufacturers make the mistake of 
stating that they have an installa- 
tion in an important building and 
the architect comes to find out that 
there is only a few square feet of 
demonstration flooring or a model 
window in that building. This is 
sure to break down the architect’s 
confidence. 

Most architects are “from Mis- 
souri”. The advertisement should il- 
lustrate where the product can be 
seen and how it is installed. This 
requires a photograph or drawing of 
the actual application of the product 
in relation to the job. In this par- 
ticular a great number of illustra: 
tions that are used are not convinc- 
ing, because the manufacturer has 
shown his own product admirably 
but with the remainder of the room 
almost unlivable. The decorations 
are out of keeping, the furniture is 
poorly arranged, and altogether the 
illustration, which should center on 
the product itself, centers upon the 
inharmonious surroundings. 


Detail Drawings Effective 
A detail drawing is effective to 


show the architect the mechanical 
description and feature of the prod- 


How to market industrial equipment 
with greater efficiency and lower costs 


Here is the first book bringing together in related form analyses 
of problems fundamental to this field. For the man concerned 
over dwindling capital goods market, mounting sales costs, distri- 
bution difficulties, ineffectual sales efforts—this book presents 
guiding policies and a complete program of tested pro- 


cedure that will help to overcome these conditions. 


Just published 


MARKETING 
INDUSTRIAL EQUIPMENT 


By Bernard Lester 


i Industrial Sales Manager, 
— Hi "& Manufacturing Company 


307 pages, 6x9, $3.50 


NEW in approach. Applies to the problems of 
marketing industrial equipment the same type 
of analytical effort that has improved production in 
Describes and diagrams the 


recent years. 


logical sequence of thought and action in Concerning 
analyzing the product to be sold, the mar- Firth’s 

ket to be met, and the methods and organi- TESTING 
zation required in distribution. Timely— ADVERTISEMENTS 
deals with expanding markets for indus- eis ee ark aga a 
trial equipment—demonstrates the mer- and fair summing up of the sub- 


chandising approach through solution of 
Plain, compre- 
Based on long experience 
in this field. A real guide to better results 


the customer’s problems. 
hensible style. 


and lower costs. 


Westinghouse Electric 


ject that has appeared between 
a covers. 
—Printers’ Ink. 

“The best advertising book that 
we have read for a long time.” 
—Western Advertising, 


SEND THIS McGRAW-HILL ON-APPROVAL COUPON 


| McGraw-Hill Book Co., Inc., 330 W. 42nd St., N. Y. C. | 
Send me the books checked below for 10 days’ examination on approval. In 10 days I will pay for | 


them, plus few cents postage, or return them postpaid. 


remittance.) 


(We pay postage on orders accompanied by | 


© Lester—Marketing Industrial Equipment, $3.50 | 
O Firth—Testing Advertisements, $2.50 
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Examples of pipe prescription by leading 
architectural firms are shown in each one 
of this series of advertisements, featur- 
ing important buildings, and showing in 
the copy that wrought iron should be 
specified where its records prove it best, 
and offering the service of the A. M. 
Byers Company for analyzing pipe con- 
ditions. 


uct. It speaks to him in his own 
words and he readily understands it. 

The advertisement should also 
show if possible a photograph or 
line drawing of the entire building, 
providing it is a good piece of ar- 
chitecture. Otherwise, it is better to 
omit the illustration entirely. If the 
subject is cement, water-proofing, or 
the like, it may be hard to show a 
specific application, and in such cases 
the entire exterior view of the build- 
ing will demonstrate the type of 
building in which the material is 
used. 

The architect, essentially an ar- 
tist, is quick to form an impression 
of advertisements without reading a 
word of them, and yet many adver- 
tisers show him photographs of poor 
types of buildings. It is important 
to show the architect buildings of 
correct design to instill confidence 
in your product. 


Subtle Method of Approach 


The subtle method of approaching 
the architect through advertising is 
to have a well-balanced page with 
an artistic photograph or line draw- 
ing, am architectural border, (if one 
is used,) attractive typography, and 
a good printing job. This at once 
creates the impression of good taste, 
but the question of art should end 
there. Architects as a rule want the 
plain unadorned facts about the 
product in the copy. 

The name plate of the company 
should stand out prominently, gen- 
erally at the bottom. Use your trade 


,|mark along with your name plate. 


Bleed pages are making their ap- 
pearance in the architectural press. 
Where illustrations are used so ex- 
tensively, bleed pages decidedly en- 
hance their appearance. 


Handling the Illustrations 
Below the photograph in the copy 


||give the name of the building and 


its location, also the names of the 
architect, owner, and contractor; and 
spell the architect’s name correctly. 

An architect likes to use a prod- 


IVE 810C 
MODERN HOUSING 
framed with the 


NEW LIGHT CBs 


CARNEGIE STEEL COMPANY + PITTSBURGH 


F aR EGIE L/GAT WEIGHT SECTIONS 


A subject right up to the minute is fea- 

tured in this advertisement where mod- 

ern housing in a new housing develop- 
ment is illustrated. 


uct that has already been used in 
prominent buildings by well-known 
architects. Month by month, names 
of architects who have used the 
equipment might be listed alphabet- 
ically, the first month to give the 
A B C’s of the names, the second 
month the D E F’s, ete. This will 
eliminate in the reader’s mind any 
idea of repetition of names. 


Costs, Uses, Advantages 


A prominent architect or architec- 
tural firm might well be featured in 
the copy. Endorsements from lead- 
ing architects are the most valuable 
assets in the advertisement. This 
kind of copy bears none of the air of 
testimonial copy as the high type 
professional man is generally recog- 
nized as above exploitation. 


In the copy give an idea of the 


comparative cost of the material, 
where and how it is used, and its 
advantages and points of superior- 
ity. It is also helpful to show lab- 
oratory tests or letters or recom- 
mendations. Also invite the archi- 
tect to write for further informa- 
tion, or technical service, or blue 
prints. 

The architect is a busy man, so 
the copy must at once catch his eye 
and pique his curiosity. One means 
of accomplishing this is through a 
strong headline. 

An architect reading the heading, 
“Beautify the Building,” would be 
uncertain of its meaning. The head- 
line must talk to the architect like 
a newspaper headline, and it must 
give him the outstanding phase of 
what you wish to prove. Do not gen- 

(Continued on Page 12) 


Imagine paying $6.00 a 

_ year for a “trade paper.” 

_ Yet it is a fact that over ~ 
12,000 subscribers pay 
this price and 85% of 
them regularly renew 
their Iron Age subscrip- 
tions because it is the 
accepted source of com- 
plete information about 
the metal working field. 

And because leaders in | 

he metal working field __ 
refuse to do without The _ 
ror Age, thoughtful ad 


_ it either. You can use tk 
potent selling force. 


THE IRON AGE 
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ADVERTISING AGE 


ELA. DISCUSSES 
MANY PHASES OF 
ADVERTISING 


Starbuck Opens Series of 
Forums 


Philadelphia, Pa., Jan. 31.—Adver- 
tising is no longer a Christmas tree 
on which to hang a few dollars to 
make a pretty display—it is justified 
only as a means to help the sales- 
man sell. Sounding this keynote, 
Gregory H. Starbuck, industrial ad- 
vertising manager, General Electric 
Company, and president of the Na- 
tional Industrial Advertisers Asso- 
ciation, opened the January clinic 
of the Eastern Industrial Adver- 
tisers seeking the answer to the 
need for selling the executive on 
the position of industrial advertis- 
ing in the 1935 sales program. 

Other subjects to be considered 
at subsequent meetings which will 
take the form of clinics until mid- 
summer will include market an- 
alysis, mechanical processes, check- 
ing results (a yardstick to measure 
drawing power), and selling agres- 
sive industrial advertising to the 
sales department. Supplementary 
studies also will be made of admin- 
istrative problems such as register- 
ing trade marks, reactions of ad- 
vertising salesmen, and _ physical 
makeup of broadsides. 

In elaborating on the subject un- 
der consideration Mr. Starbuck said 
that the position of industrial ad- 
vertising in this year’s program de- 
pends on how closely the adver- 
tising department works with the 
sales division. 


Reduces Sales Costs 


“Some of the old-time sales man- 
agers,” he declared, “could not see 
the value of the printed word in 
aiding their sales and in many cases 
cutting the cost of selling. More 
than one, however, with a new 
product or a new message aimed at 
prospective customers has come to 
realize that advertising can do the 
job more quickly, more econom- 
ically, and more effectively than 
salesmen’s shoe leather alone. 

“Too many executives are igno- 
rant of the extremely small propor- 
tion of money going into advertis- 
ing. They must be disabused of the 
idea that advertising men are ex- 
travagant. They have gained this 
impression simply because of the 
force of results. 

“Required to concentrate a vital 
sales message into limited space, 
the advertising man thinks hard 
and develops selling points that are 
of definite value to the salesmen. 
This was forcefully demonstrated to 
me recently when a prominent sales 
manager told me that he clips para- 
graphs from advertisements of his 
products for his own self-education.” 


Consider Ten Subjects 


Ten questions submitted after 
Mr. Starbuck’s introduction to the 
subject were discussed by captains 
of teams representing manufactur- 
ers, agencies, publishers and print- 
ers. Among the questions were, 
“What products in your line adapt 
themselves best to advertising?” 
“What percentage of your appropri- 
ation will go to trade paper space 
and what percentage to. direct 
mail?” “Can the house organ be 
used in your campaign and what 
are its relative merits?” ‘“Do you 
favor the loose-leaf catalog over the 
bound catalog?” “What is your 
general opinion of the business out- 
look for 1935?” 

The question of sales contests and 
their value, decided too big for the 
time allotted for each question, was 
assigned to Roland G. E. Ullman 
for discussion at the February 
meeting. 

Ray Garretson, advertising man- 
ager, Leeds & Northrup Company, 
captain of the manufacturers’ team, 
advanced the opinion that a new 
item has the most dramatic value 


for advertising purposes and may 
carry along the standard line; that 
in lieu of a new item, a timely piece 
of the standard line may serve; 
that when outworn for advertising 
purposes as products “on the shelf,” 
the same items assume new inter- 
est and sales appeal when featured 
as installations, demonstrating the 
soundness of sales arguments pre- 
viously advanced. 


Push Profitable Items 


V. W. Wells, advertising manager, 
Electric Hose & Rubber Company, 
Wilmington, Del., maintained that 
the margin of profit should be a 
factor in determining what product 
should be featured in advertising, 
since profit is the objective. 

Mr. Starbuck, speaking on the 
business paper-direct mail question, 
revealed that General Electric Com- 
pany is now spending 60 per cent 
of its appropriation in industrial 
papers and 40 per cent for other 
media. “It must be remembered,” 
he said, “that every buyer is in- 
tensely selfish and, like the boy 
with a penny in a candy store, seek- 
ing the utmost for his money.” 

Mr. Wells speaking on this question 
said there should be a return to the 
fundamentals of advertising — that 
one must sell men; that companies 
buy nothing. He pointed out that 
industrial paper circulation is made 
up of men who have an interest in 
the products related to or used in 
their respective fields of activity. 


Should Ask for Orders 


H. M. Grinton, Philadelphia man- 
ager for McGraw-Hill Publishing 
Company, presented what was hailed 
by several others as the most de- 
served and constructive criticism of 
present day industrial advertising. 
“The advertiser, regardless of the 
medium he employs,” he declared, 
“too often concludes his message 
without asking for the order.” 

He added that attention should be 
given the necessity for moderniza- 
tion and renovation in industry. To 
get a profit in 1935, he asserted, the 
manufacturer must cut his costs of 
operation and in addition must sell 
more goods to compensate for 
smaller profits. 

“House organs are read for their 
topical content,” asserted D. C. 
Miner, advertising manager, E. F. 
Houghton & Co., “and not for ad- 
vertising or propaganda. The value 
of a house organ depends on the 
personality behind it. It should be 
a fearless one whose utterances are 
awaited by those who receive it. 
Any propaganda it carries must be 
subtly injected.” 


Favor Bound Catalog 


The general consensus favored 
bound catalogs, the thought prevail- 
ing that customers do not insert 
supplements in the loose-leaf type 
and for that reason their real value 
is lost. 

Mr. Garretson views as the big- 
gest factor in the business outlook 
in the United States today the gen- 
eral business curve, and next is the 
amount of selling effort made. All 
should be ready to take full advan- 
tage of opportunities as the curve 
swings on up, he said. 

Mr. Ullman revealed that his 
agency entered 1935 with 50 per 
cent more contracts than it held at 
the opening of 1934, and Mr. Grinton 
reported that McGraw-Hill recorded 
a 32 per cent gain for 1934 over 
1933 and that from present indica- 
tions the organization expects 1935 
will see a further gain of at least 
30 per cent over last year. 

George W. Keller, of the agency 
of that name, and chairman of the 
program committee, proved a whirl- 
wind forum leader and took time 
out to deal frankly with the moot 
question of high-pressure selling. 


Must Sell Thoroughly 


“Just because we have learned to 
shrink from the term ‘high pres- 
sure,’”’ he said, “does not mean that 
we can afford to sell halfway. The 
salesman can’t go out and say, ‘I 
think this is a pretty good gadget 
—what do you think of it?’ He 
ean’t go out and leave half of his 
selling points unmentioned. to es- 
cape being called a high pressure 
man. 


“While vice-presidents of indus- 


trial concerns have talked working 
hours and wages in Washington in 
recent months, they have forgotten 
selling. Continuity is an essential 
in both selling and advertising ef- 
forts. In any advertising program, 
we must think in terms of sales. 
Advertising is a fundamental part 
of every sales program. An associ- 
ation such as this represents power. 
It gives us confidence in ourselves 
and in advertising which we must 
sell to our executives.” 


Price on Booklet 

“The Markets of the South and 
Southwest,” an illustrated booklet 
dealing with the Southern states as 
a unit market and summarizing the 
economic progress, which was listed 
in the Information for Industrial Ad- 
vertisers column of the Jan. 5 issue, 


is supplied by its publisher, Manu 
facturers Record, at $1.00 per copy 
and not free of charge. 


Editors, Publishers 
Plan Joint Meeting 


Members of the Associated Busi- 
ness Papers, Inc., and the National 
Conference of Business Paper Edi- 
tors will meet in Washington, D. C., 
February 14 and 15 for a series of 
conferences with key men in the ad- 
ministration. 

Arrangements are in the hands of 
Arthur Anderson, editor, Boot ¢ 
Shoe Recorder, New York, and presi- 
dent, N. C. B. P. E.; Elmer T. How- 
son, vice-president, Simmons-Board- 
man Publishing Company, New York, 
and president, A. B. P., and Paul 
Wooton, manager, Washington news 
bureau, McGraw-Hill Publishing Com- 
pany, New York. 


E. A. A. to Hear Talk 
by Wm. A. Kittredge 


On Feb. 11 the Engineering Ad- 
vertisers’ Association, Chicago, will 
meet at the Lakeside Press Galleries 
where they will view the Grant 
Wood exhibit of paintings and hear 
a talk by William A. Kittredge, lay- 
out and book design authority, on 
the “Value of Typography and Lay- 
out in Industrial Advertising.” 

Members will inspect the com- 
pany’s color camera studios and 
listen to Roy T. Anderson tell about 
one of the newest methods of color 
reproduction, direct color photog- 
raphy, and its accompanying factors, 
such as engraving and lithography. 

Reservation for dinner to be 
served at the plant before the meet- 
ing must be made with O. A. DeCelle, 
advertising manager, International 
Filter Company, president. 
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LEMS 


Annual Reports 

I have just been helping our man- 
agement prepare their annual re- 
port to stockholders, and it is a very 
simple folder, including a short let- 
ter from the president and the finan- 
cial statement. 

I have tried to make this into an 
attractive bulletin with some infor- 
mation regarding our products but 
have not been able to put the idea 
across. 

We have about 3,000 stockholders 
so it seems to me some reasonable 
advertising would be of value. What 
seems to be the trend on this? 


ADVERTISING MANAGER. 


The average company selling to in- 
dustry has never made very much of 
its annual statement. On the other 
hand, concerns selling to the general 
public usually play up their services 
or products. 

For instance, the annual report is- 
sued by Swift & Co. gives a very 
complete statement regarding the 
business and includes a number 


of reproductions of paintings that 
brighten up the book beautifully. 
The automobile companies have al- 
ways featured their cars in their 
annual statements. The Standard 
Oil Company of Indiana is not only 
featuring its products in its an- 
nual statement but developing a spe- 
cial direct mail campaign to stock- 
holders. 


With as many as 3,000 stockhold- 
ers, we would think it would pay 
you to reserve a page or two for a 
picture of your plant, a description 
of your equipment, facilities and per- 
haps methods of marketing. Pictures 
of your products or installations 
with information regarding your 
product would also be of value. 

While many stockholders are prob- 
ably not direct buyers, they often 
may have an opportunity to influ- 
ence a sale. 

The Superheater Company used a 
special folder enclosing recent divi- 
dend checks, illustrating and describ- 
ing the new streamlined steam loco- 


motive of the New York Central 
Lines. 
~~ &@ F 


The Size of 
Industrial Literature 

One of our layout men has just de- 
veloped a very interesting folder 
which requires some die cutting. It 
has eight pages and is about 5 x 4 
inches. Each page overlaps the other 
along the line of the visible index. 
It is our plan to attach this to sales 
promotion letters featuring certain 
new lines. 

We like the idea but as we have 
always used the 8¥, x 11-inch size to 
reach purchasing agents, I am 
wondering if it is not an error to 
depart from this practice. 


ADVERTISING MANAGER. 


Quite frequently an odd _ sized 
folder die cut or otherwise develops 
attention value that cannot be se- 
cured by standard bulletins. On the 
other hand, unless the size and shape 
is quite novel and has exceptionally 
good qualities, we would urge you to 
go back to your usual letterhead 
size. 

This size, as you know, is pre- 
ferred by purchasing agents, engin- 
eers, superintendents, etc., and can 
be filed in standard letter size files. 
There is not a very great chance that 
your prospective customer will need 
your product exactly when you write 
him. Therefore, you must count on 


“WV HAT DOES GRAY KNOW 


ABOUT SELLING IN THE 
INDUSTRIAL FIELD?...” 


For example, take PUBLIC IMPROVEMENTS 


VERY citizen has a direct interest in the 

vast expenditures made for water and 
sewer systems, highways, schools, parks—and a 
rapidly increasing number of things being pro- 
But compara- 
tively few individuals understand how to sell 
their particular products for all these forms of 


vided by government agencies. 


public service. 


We are not politicians—at least not in the 
unfavorable sense—and we make no pretense 
of having “connections” through which we can 
assure preference for our clients. But we do 


ers. 


have a lot of experience in the handling of 
public improvement—both as buyers and sell- 
As a result we have a practical view of 
this work. We know how wrong is the man 
who says all public funds are expended by 
grafters. And we know the folly of thinking 
you are entitled to a share of every expenditure 


because you have a receipted tax bill. 


Members of our organization have been or 
are members of and directly interested in the 
work of various local taxing bodies—munici- 
palities, schoo] boards, boards of local improve- 


ments, park boards, library boards. In these 
capacities, we have naturally become familiar 


have learned 


with buying technique, such as the require- 
ments relating to public lettings. We know the 
significance of specifications on public work. 
We know the power and the limitations on en- 
gineers and board members in buying mate- 
rials. We know how to talk to such men in 
advertising because we know the men as human 
beings, not merely as officials. 


We have also been very actively interested in 
the sale of products for county, state and na- 
tional projects. 
been outstandingly successful in marketing 
their products for highway and heavy construc- 
tion work, others for post office and big public 
buildings. We have contributed to these suc- 
cesses over a period of fifteen years and we 


Several of our clients have 


many things from the activities 


of our clients which are of value to other clients. 
If you are interested in this market—in any 


of its ramifications—we will gladly discuss our 
experience with you. 


RUSSELL T. GRAY, Ine. 


: 205 W. Wacker Drive, Chicago, Ill. 
Telephone CENtral 7750 


a very good percentage of them lay- 
ing your bulletin aside or filing it 
for future reference. With the let- 
terhead size folder, you have the best 
opportunity. 

vgy¥seey? 


Binding the Catalog 


We formerly bound our catalog, 
using the saddle stitch method, then 
when it became larger we had to 
side stitch it, and it does not lie flat. 
We have considered sewing, but that 
is much more expensive. Are there 
any other methods we might con- 
sider? 

ADVERTISING MANAGER. 


The saddle stitch method is the 
cheapest. It will probably pay you 
to look further into this method be- 
fore giving it up. We are familiar 
with one case in which the manu- 
facturer would have apparently had 
to side stitch. The binder, however, 
secured an extra strong wire and a 
new stapling machine and accom- 
plished the larger job without diffi- 
culty. 

Side stitching is bad, not only be- 
cause the book will not lie flat but 
because the glued cover too fre- 
quently comes loose. Sewing, as you 
indicate, is very desirable but ex- 
pensive. 

There is a comparatively recent 
innovation known as spiral binding. 
It might pay you to look into this 
method, as it gives perfect freedom 
in turning the pages and every page 
lies absolutely flat. 

On one small catalog we recently 
saw a quotation of five cents a book, 
so it may be more expensive than 
sewing, but the fact that it is not 
too generally used gives it distinction 
and helps attract attention to your 
catalog and products. 
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Helping Jobbers Sell 


I have just come from a session 
with one of our jobbers. The men in 
this firm seem to think that manu- 
facturers should do all of the adver- 
tising and most of the selling. After 
all of the work is done, I imagine 
they would then plan to accept the 
orders. 

Ours is a comparatively small busi- 
ness apd we spend a great deal of 
time and money on research work, 
continually impreving our product. 
We consider this our job, and we had 
hoped our jobbers would do theirs. 
However, many of them are lagging 
because they are not supported by 
a large general advertising campaign 
that might or might not help them. 

I realize that manufacturers gen- 
erally support their jobbers, but in 
a line such as ours I wonder just how 
far we can go. We would appreciate 
any suggestions you can give us. 


SALES MANAGER. 


In promoting the sale of a new 
product through jobbers, it would be 
imperative to do a reasonable edu- 
cational advertising job to familiar- 
ize the market with the new product. 
With a more or less commonly used 
product such as this, it might seem 
that this educational work should not 
be necessary. 

However, you must remember that 
the jobber is selling your line and 
that it is more difficult to sell the 
line of a company that is not adver- 
tising than to sell the line of a com- 
pany that is well known through its 
advertising. If possible, you should 
do at least enough advertising to be 
classed as an advertiser so that you 
can show your jobbers that you are 
making some effort to back them up. 

On the other hand, if your appro- 
priation is limited, it would probably 
be better to spend your time and 
money in helping them from a serv- 
ice and personal sales standpoint by 
having your men cooperate person- 
ally with their salesmen. It would 
probably also pay you to furnish the 
informational literature as a guide 
and educational feature among your 
jobbers’ salesmen as well as their 
customers. 

It is always well to keep this fact 
in mind—that a jobber is selling 
many products. The jobber’s sales- 
man will sell the products he is most 
familiar with and the products that 
are easiest to sell. Therefore, if you 
can educate the jobber’s salesman to 
your line and make it easy for him 
to sell your products, you are going 
to get a greater share of his time 
and the result from his efforts. You 


do not have the literature alone at 


stake, but you are playing for a lar- 
ger share of the time of hundreds of 
salesmen. If you can secure this 
salesman’s time and interest on any 
kind of a reasonable expenditure, 
you should try to do so. 

— =o 


Collective Advertising? 

I have been looking through a 
number of advertisements of compa- 
nies with which I am familiar and 
only occasionally find them featuring 
more than one or two lines in an 
advertisement. 

Our practice has been the same. 
However, our sales manager has just 
made a request that every product 
be at least mentioned in every ad- 
vertisement. This presents quite a 
problem as we have a number of 
unrelated products to sell. 

What is your viewpoint? 


ADVERTISING MANAGER. 


While your study of current adver- 
tisements does not seem to indicate 
that each company includes all of its 
products in every advertisement, 
there is a definite growing trend in 
that direction. 

A company will not mix all of 
these products up in their advertise- 
ment, but will run a line “we also 
manufacture——,” etc., or they will 
take a slice off the bottom or a slice 
off the side of their advertisement 
and either list or summarize other 
products of their manufacture. 

The McGraw-Hill Publishing Com- 
pany, sensing a need for greater re- 
sults from every page of advertising, 
has called this and similar copy, 
“ditch-digging copy,” in which more 
of the editorial style will be used— 
notes on current improvement and 
number of different products are 
featured. 

We feel a middle position is safest, 
using three-fourths to four-fifths of 
your advertisement to feature the 
particular product in which you are 
most interested. This develops the 
greatest attention value and eye in- 
terest. Then the other lines may be 
grouped to the side or at the bottom 
with small illustrations, but will not 
appear confusing or detract from the 
central theme of the main display. 
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Financial vs. Industrial 
Blanket Medium 


We have had some discussion with 
the officers of our company as to the 
blanket executive medium we will 
use in supplementing our general 
business advertising and direct mail. 

TI am sending you our catalog and 
will appreciate any suggestions you 
may have. 

ADVERTISING MANAGER. 


We have looked over your catalog 
with a great deal of interest but 
would not like to definitely make 
recommendations as to the maga- 
zine to use for obvious reasons. 

However, we would make this sug- 
gestion. We believe it is better to 
use a magazine that has an indus- 
trial approach—a manufacturing or 
management approach rather than 
one with a financial background. 

We find that the general business 
magazine of financial character 
usually interests the executives who 
are interested in financial problems, 
the investment of funds, etc., but is 
not read so much by the operating 
vice-president and others who are 
more active in the general manage- 
ment end of the business. These 
operating men are those who specify 
and have the most influence in the 
purchase and sale of industrial prod- 
ucts. 

For this reason we believe the 
strictly industrial papers are the 
ones to choose unless you have a 
financial problem such as borrowing 
money, floating stock or bond issue 
or some other problem of that kind. 
In that case the financial magazine 
would be quite satisfactory and in 
fact definitely helpful. 


A. B. P. to Distribute 
Agency Certificates 


More than 300 agencies recognized 
by the Associated Business Papers, 
Inc., New York, will receive attrac- 
tive, framed certificates attesting 
this fact early in March. 

The first certificate to be issued 
for this purpose by the association 
bears the names of member publi- 
cations. A revised certificate will be 
issued annually. 
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ADVERTISING AGE 


LANG DRAMATIZES 
THE FUNCTIONS OF 
SALES PROMOTION 


Skit Used to Register Its 
Objectives 


Chicago, Jan. 28.—Chester H. 
Lang, manager of the publicity de- 
partment, General Electric Com- 
pany, on tour with a new dramatic 
presentation of the workings of his 
department, aided by several of his 
capable assistants, pitched stage for 
a one-day stand here today and 
graphically showed the apparatus 
sales force of the Chicago office the 
functions of the department and 
how its output is designed to help 
them bag orders. The troupe left 
on a night train for St. Louis and 
other branch offices to repeat the 
performance. 

In typical Lang style, this indus- 
trial advertising man who is a 
leader in adapting the practices of 
the general advertising field into the 
merchandising of heavy goods, put 
on a fascinating production which 
left with the men a picture of a 
highly organized and coordinated 
program which for years has kept 
the house of G-E well in the van- 
guard of the battle for industrial 
sales leadership. 


Show Salesmen’s Hardships 

The props, of best showman ex- 
ecution, added the touch of drama 
so effectively used today in the con- 
duct of sales meetings by manufac- 
turers of consumer goods. The set- 
ting was that of an office, the back- 
ground done on roller shades which 
later gave way to display boards 
showing the evolution of promo- 
tional material from the inception 
of the product-idea to the finished 
sales bulletin, booklet, visual dis- 
play, film slides and the numerous 
helps created to assist in the sales 
effort. Other shades finally unrolled 
giving a summary of the points reg- 
istered in Mr. Lang’s explanation 
of the purpose and function of the 
various units displayed. 

The presentation opened with 
two salesmen arriving at the office 


The First Job 


of an advertising medium 
is to supply coverage of 
actual buying power. 

MACHINERY supplies 
visible proof of coverage 
of the plants and men 
|| accounting for practically 
all of the buying done by 
the Mechanical Industries. 


Ask us to show you a de- 
tailed and verified analy- 
sis of the plants and men 
reached. 


MACHINERY 


140-148 LAFAYETTE STREET 
NEW YORK 


one morning lamenting their over- 
worked existence. These parts were 
enacted by R. W. Bullock, assistant 
to Mr. Lang, and R. L. Gibson, man- 
ager of the department’s market re- 
search division. No sooner were 
they seated at their desks than the 
phones began to ring in true office 
fashion, continuing their confining 
activity throughout the day and pre- 
venting the men from getting out 
to see customers and prospects. Va- 
rious humorous incidents were in- 
jected that added real mirth to their 
trials: G. E. Simons, Chicago pub- 
licity representative, rudely inter- 
rupted to inquire whether the men 
had completed that special mailing 
list he needed so badly. 

To make things still more true 
to life the men phone their wives 
that they will not be home that 
night as they must drive to Chicago 
to attend a sales meeting the next 
day. “You don’t think it’s any Sun- 
day school picnic for me, do you?” 
bellows one as he bangs down the 
receiver, and they are off for their 
all-night trip. 


Outline Their Work 


On the way they become tired, 
pull to the side of the road, and 
as darkness hangs about them, dis- 
cuss the problems of their jobs and 
try to figure out what they are try- 
ing to do in their work and how 
it might be organized to lessen its 
difficulties and make it more effec- 
tive. They finally decide that their 
chief objectives are to give atten- 
tion to their customers, give atten- 
tion to their lines, lick competition, 
get across sales points, and get 
dealer cooperation. 

When morning finds them at the 
sales meeting they are greeted by 
Mr. Lang, who proceeds to show 
the solution to their problems, as 
defined the night before, in his talk 
on “Putting Tailor-Made Sales Pro- 
motion to Work Profitably.” 

Mr. Lang’s revelation was divided 
into four major divisions: market 
research, preparation and planning 
of the sales promotion material, its 
coordination with the sales effort, 
and the follow-through with such 
items as bulletins, visualizers, sam- 
ple kits, movies and film slides. 

The salesmen, resuming their 
roles, debate the value of the sales 
promotion program piece by piece, 
finally agreeing that it is just the 
thing needed to make them more 
efficient and effective in their work. 

The meeting closed with an ex- 
change of ideas and a discussion of 
sales problems in general. 


EDITORS TELL OF 
BUSINESS TREND 


(Continued from Page 1) 
sprockets, pressed steel parts, trac- 
tor accessories, attachments, as well 
as various special metals and alloys. 

Marine Engineering & Shipping 
Age: In addition to the largest 
peace time naval shipbuilding pro- 
gram in the history of the country 
now being carried out, there is every 
reason to believe that a considerable 
volume of merchant shipbuilding will 
be required as soon as a definite 
shipping policy is established. 

Automotive Industries: It is gen- 
erally felt that the automotive in- 
dustry will buy more production 
equipment in 1935 than it did in 1934. 

The Oil and Gas Journal: In- 
creased buying of oil equipment in 
1935 indicates that producers, pipe 


FLEET 


self-serviced fleets of ten or more automotive vehicles are reached 


monthl: 


OWNER 
90 West St., New York, N. Y. 
A summary has been made of the returns to a questionnaire on “Valve 


and Valve Seat Grinding” which appeared in a recent issue. 
the summary will be sent, without charge, upon request. 


y by 


A copy of 


line operators, refiners and marketers 
will spend for equipment and sup- 
plies approximately $681,000,000 ac- 
cording to a survey made by this 
publication. This will be divided be- 
tween the four branches of the in- 
dustry, in millions of dollars, as 
follows: production, 253; pipe line, 
99; refining, 289; and marketing, 40. 

Mississippi Valley Contractor: In 
the region served by this publication 
there is a fresh upturn in demand 
for waterworks equipment such as 
pumps, steel tanks, and cast iron 
pipe, with increasing volume noted 
in vitrified and concrete sewer pipe, 
electric generating equipment and 
transmission supplies. 

Power Plant Engineering: Govern- 
ment and municipal projects are at 
the present taking an unusually 
large percentage of the output of 
prime mover equipment. Some mod- 
ernization work is being done in in- 
dustrial plants requiring instruments, 
boilers and fuel burning equipment, 
piping and electrical equipment. 
Some new extension work is also un- 
der way. Supplies and maintenance 
together with replacement of worn 
out equipment and parts are moving 
more actively now than in some 
years past, the principal demands 
coming from the industrial plants. 

National Engineer: A number of 
manufacturers and service organiza- 


tions in the power plant field report 
material increase in business and 
some express real concern about be- 
ing able to handle a _ reasonable 
amount of the potential business that 
is about ready for placement at any 
moment. It may reach proportions 
in a short time that will swamp the 
facilities of manufacturers and sup- 
plies of equipment and apparatus de- 
manded by this field. 


South Is Busy 


Textile World: Demand for new 
equipment in this field will continue 
to center only upon equipment for 
modernization purposes. 

Manufacturers Record: The South 
is moving ahead industrially in a 
very gratifying way and is making 
greater progress out of the depres- 
sion than any other section of the 
country. More than $182,000,000 in 
industrial work is soon to be started 
in the South, more than double the 
plant investment of last year. 

Combustion: Inquiries for power 
plant equipment have again become 
more active. 

American Machinist: Deliveries 
on some types of metal working tools 
and on some classifications of shop 
supplies are becoming longer. Some 
of the busier plants are also begin- 
ning to feel the pinch caused by a 
shortage of certain types of skilled 


labor. It is felt that sales for the 
first quarter will be fairly satisfac- 
tory. 

Machinery: ‘There is so much ob- 
solete machinery that should the 
owners conclude that it would be 
safe to invest money for replace- 
ments, the machinery business would 
have a decided boom, in which case 
it is likely that the facilities of the 
industry would be taxed almost to 
capacity. There is a decided im- 
provement in demand at the present 
time. 

Modern Machine Shop: Manufac- 
turers of machine tools and tools are 
anticipating an increase in business 
and are preparing to meet the de- 
mand. 

The same general picture is re- 
ported for other industries such as 
rubber, excavating, communication, 
dairy and ice cream, packaging, 
sporting goods and recreation equip- 
ment, flat glass, dry cleaning and 
laundry equipment, and many others. 


Wiley Advanced 


Blaine G. Wiley, advertising mana- 
ger, All-Steel-Equip Company, Inc. 
Aurora, Ill, has been appointed as- 
sistant general sales manager. Mr. 
Wiley joined the company in 1923, 
and served as equipment division 
sales manager for several years. He 
was promoted to advertising mana- 
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Those words tell the story of what’s 
happened to HOSPITAL MANAGE- 
MENT’S coverage of the primary 
market during the last four trying years. 


That coverage now stands 28.6% higher 
than it did in 1930. 


And this is in the cream of the market 
—those hospitals which are on the 
much-desired “approved list’ of the 
American College of Surgeons. 


That quality coverage alone, reaching 
almost 80% of the bed-capacity of the 
“approved list” talks to buying power 
amounting to more than $600,000,000 


a year. 


That, coupled with reader-acceptance 
indicated by a renewal percentage of 
82.7%, is why HOSPITAL MANAGE- 
MENT is proving such an attractive 
buy to advertisers selling anything that 
is sold in a national consumer market. 


HOSPITAL MANAGEMENT 


537 So. Dearborn St. 
Chicago 


Member A. B. P. and A. B. C. 


330 West 42nd Street 
New York 
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LINK-BELT USES 
NEW STYLE COPY 
FOLLOWING TEST 


(Continued from Page 1) 
Another suggestion followed was 
that to condense the text. 

A majority of those returning the 
questionnaire were sufficiently inter- \ 
ested in the subject to add a few] © FiSseS ; 
comments which give a valuable pic- 
ture of the readers’ reaction to in- 
dustrial paper advertising and what 
they seek from it. 

The superintendent of a _ large 
manufacturing concern said: “The 
new is not as attractive an adver- 
tisement as the old, but much more | 


All the qualities you seek 
in a Power Transmitter 


\ \ 


UN®-BELT COMPARY 


ot SS CT \ 


~LINK-BEL 
SILENT CHAIN 


The Positive Drive for all Machinery 


\ 


COPY CONTRAST SUBMITTED TO READERS 


LINK-BELT | 


POSITIVE DRIVE 


Drwes Carcved om Stock 
By « Distributor Near You 

2 mn Revermonah tent “Rete drweee are made te eee 
Drives “Fe 


eM | SSS | 


practical—the best of the two if one | The questionnaire which Link-Belt Company sent to readers of industrial 


is looking for such equipment.” 
The treasurer of an instrument 
manufacturing company was of the 


publications to get their preference as to copy technique was accom- 
panied by these pages on which they based their opinions. 


opinion that the old style might 
catch his eye more quickly but the 
|}new copy was more informative and 
therefore more applicable to the par- 
ticular product advertised. 

| “The new style appears to shorten 
|\the distance between an interested 
party and a customer by giving the 
main points of a product, rather than 


\ % 
Dy. ‘i =wsg 


SS ait . . allowing so much space for display 
that is merely a momentary attrac- 
Complete iy og Coverage tion,” wrote the secretary-treasurer 


of a large bearing manufacturer. 


AUTOMATIC HEAT 
and AIR CONDITIONING field 


Tue automatic heat d 
E antom eat and air condition- 


Reminds Him of Story 


Other comments read: “Will at- 


a te i i 
ing at — KWAY =. ~My tract both the operating man and the 
$s, mncrchandise of est class, FROM |purchasing agent. “New style 
Prmalbalition vot atest by the sreat| creates more interest and makes 
conditioning 


clear the product and its uses.” “A 
story about individual application is 
better than a general advertise- 


These dealers may be reached through 
MATIC HEAT and Aik CONDITIONING, 

an P. . 
specifically design 


for, and  coveri -— ~ 
ony purchasing influence in the field. ment. Specific cases and results 
cose” Complete TRUE coverage, at low| much better than general hooey.” 
Get your share of from this alert Many approved the coupon which 
Mette ted aking to the entire fleld, the | .»neared in the test copy, and where 
TONING) «MEAT and AIR CONDI-| adaptable it will be used in future 


pages. 
A little humor was injected by the 
superintendent of an iron works in 


AUTOMATIC HEAT and AIR CONDITIONING 
1908 Prairie Avenue Chicage, Wiaeis 


Docemmeaee 


What keeps navigation 
going . 7 


- 
- 
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ti 
the depth of a river 
or its width? 


Think of the rivers plenty wide enough for boats but much too 
shallow. 

It is the depth of a publication, too, that counts, although it is 

a long stretch of imagination from rivers to publications. Circu- 
lation numbers alone are not all important. When buying pub- 
lication space you are making an investment in future sales. 
This investment is so important that it should be carefully made and 
not on superficial facts. 
_ To reach logical prospects in the baking field, those with buy- 
ing power, select the paper that appeals to them and is subscribed 
for on its own merits. In selling to the baking field, the 8th 
largest manufacturing industry, consider these facts: 

1931 Census figures showed 7,775 bakers did 90.6% of the re- 
ported volume. 

1933 Census figures showed 9,118 bakers did 92.6% of the re- 
ported volume. 

Through BAKERS’ HELPER, with its non-premium cir- 
culation, you reach those who wield the major buying power. 
BAKERS’ HELPER sells itself to these men, without premiums. 
It segregates the important bakers for you, tells your story where 
you want it told, and it makes your story “stick.” There is depth 
to BAKERS’ HELPER. 


@ .BakersHeLper 


'E MAGAZINE 7 BAKERY PRACTICE - MANAGEMENT 


The Industry’s Leader for Almost a Half Century 
330 S. Wells St. Chicago, Ill. 


the South who penned: “Reminds me 
of a story. The colored elders fired 
their preacher and when he asked 
their reason they replied: ‘Pahson, 
you expostulates and you splanifies 
but you don’t say wherein.’ ”’ 

The mechanical engineer of a tex- 
tile machinery builder said: “The 
pictures of the construction with ac- 
companying description and expla- 
nation has the strongest appeal. 
Don’t think too many testimonials 
are good.” Another cautioned 
against too much reading matter. 

Among those who voted for the 
old style copy was a superintendent 
of a paper company who said: “Old 
style is best if someone is interested. 
New style does not bring the cus- 
tomer to you. He reads it all in the 
advertisement and 10 to 1 he will 
not write about it.” 


Prefers the Old Style 


The superintendent of a cotton 
oil company wrote: “Detailed adver- 
tising never reaches me. Time is 
the main objective. If interested in 
any type of machinery or product 
the salient points are the thing. De- 
tails can be obtained otherwise.” 

The plant manager of an automo- 
tive parts manufacturer must have 
been reading all of the advertise- 
ments in industrial papers with lay- 
out similar to the new style Link- 
Belt copy, for he replied: “This type 
advertisement to my notion is just 
about like the average of today. I 
would suggest that something more 
original be used.” 

The viewpoint of sales managers 
was given in these two replies favor- 
ing the conventional display copy: 
“The old style display advertisement 
appeals to us as having more value. 
It has less copy and is easier to read. 
In our opinion it more readily at- 
tracts attention, and in any event 
the reader would probably write in 
for additional information.” The 
other: “New style more helpful, but 
to get across product the display 
should be more prominent—also the 
larger picture in old style could be 
beneficially included.” 


Suggest Combination 


“An advertisement should be able 
to convey idea at a glance. Too much 
reading matter in the new style copy. 
Suggest coupon be added to the old,” 
wrote the assistant engineer of a 
railroad. 

The consulting engineer of a glass 
works voted for the old style copy 
and remarked: “An advertisement 
should be an announcement or a re- 
minder. Serious buyers send for 
data. The new style smacks of 
patent medicine. Quotations do not 
help.” 

Others favoring the conventional 
display page added these remarks: 
“New has too much reading matter 
for busy executive.” “Old style for 
magazine advertisement—new style 
for house organ or direct literature.” 
“Big type tells story. For details I 
want to see their representative.” 
And, “Too much detail in the new 
style—the average mechanic would 
not read it. Illustrations are fine.” 

Some did not vote for either style 
but offered suggestions or gave their 


reactions. One general manager of 


a spring manufacturer wrote: “On 
the fence. When I think of it we 
have purchased a great deal of Link- 
Belt equipment through the old 
style.” 

The general manager of a com- 
pany manufacturing machine tools 
commented: “As I see it the desire 
of appeal determines the selection. 
If for direct appeal I would say use 
the old style; for information appeal 
use the new.” 

Others in the group offered these 
suggestions: “Use combination of 
the two.” “Not enough description 
in old and too much in the new.” 
“Use old style to introduce new prod- 
ucts—new style should be of interest 
to existing users.” 

A strictly middle-of-the-road pro- 
cedure was suggested by the plant 
superintendent of a large manufac- 
turer of abrasives. He said: “Would 
suggest old style be run one month 
and followed by the new style next 
month. Purpose: 

“1. To attract attention to the 
type of equipment. 

“2. To give sufficient information 
to elicit inquiries.” 


Paper Develops 
New Index of 


Steel Activity 


Cleveland, O., Jan. 31.—Activity in 
the iron, steel and metal-working in- 
dustry, the barometer by which many 
industrial advertisers measure their 
own chances for success, will be more 
accurately and speedily gauged 
henceforth by means of a new index 
developed by Steel. This announce. 
ment was made in Steel’s annual 
yearbook issue dated Jan. 7. 

The new index, it was explained, 
is based upon the weekly steelworks 
operating rate, weekly revenue 
freight car loadings, weekly electric 
power output and weekly assembly 
of automobiles as reported in Cram’s 
Reports. Since the figures from 
which the index is derived are avail- 
able only a few days after the close 
of each week, business analysts are 
promised a running picture of the 
trend each week. 

Steel’s annual 


issue carried 168 
pages of advertising, the largest 
number in recent years. And accord- 
ing to one spokesman, it was better 
advertising because a large percent- 
age of it came from the painstaking 
hands of agencies. 


Says Two Kinds of 
Industrial Copy Needed 


George Appel, manager of the 
Cleveland service department of 
McGraw-Hill Publishing Company, 
spoke before the Cincinnati Associ- 
ation of Industrial Marketers on 
Jan. 29, discussing “Industrial Ad- 
vertising Copy and What Has Be- 
come of It.” 

Mr. Appel declared for highly 
specialized copy for industrial equip- 
ment but made a plea for a greater 
warmth and friendly humanness in 
the advertising of genuine industrial 
commodities. 


FEATURES OUT IN FRONT 


To insure attention to the special 

construction of this new line of 

Allis-Chalmers motors the features 

were prominently displayed on the 
cover of the folder. 


Graton & Knight Appoints 


Graton & Knight Company, Wor- 
cester, Mass., has appointed the 
James Thomas Chirurg Company, 
Boston industrial advertising agency, 
as counsellor for 1935 on all its 


industrial products. This includes 
the transmission belting, packing 
and textile specialties divisions. 


Plans are now in progress which will 
call for the use of magazine, busi- 
hess papers and direct mail adver- 
tising. 


“National Provisioner” 


Adopts New Format 


With the Jan. 5 issue, The National 
Provisioner was enlarged to 9x12 
page size and other improvements 
incorporated including new body and 
head type faces and running heads. 
The front cover design was changed 
slightly and other revisions to make 
the publication more attractive will 
be effected soon. 


Dr. Brighton Resigns 


Dr. George R. Brighton has re- 
signed as president of Business Jour- 
nals, Inc., publisher of Diesel Power, 
Motorship, and Building Moderniza- 
tion to devote his time to his prac- 
tice as a throat specialist. He will 
be succeeded by Major Heman J. 
Redfield, who was the first president 
of National Trade Journals, Inc. 


Give the 
Advertising 
Manager 

a chance 


Many an advertising manager 
is only half as useful as he could 
be. Most advertising managers can 
do bigger things than they are do- 
ing. ‘Lhey can’t fully develop them- 
selves or their employers’ opportu- 
nities as long as they have to carry 
the whole burden of planning, exe- 
cuting, producing and all the details 
of advertising. 


Coupled with the right outside ad- 
vertising service organization, the 
advertising manager can develop 
new ideas and methods and have 
time for more effective sales-promo- 
tion activities. The employer’s 
gain is often many times the cost 
of the agency service; the advertis- 
ing manager’s reward is increased 
opportunity to grow within his own 
company. 


We know, because we have a num- 
ber of clients who employ advertis- 
ing managers. We've seen our co- 
operation explode the theory of 
“taking the advertising manager’s 
job”; we've seen it expand his op- 
portunities to do more important 
work. We'll be pleased to show 
you how these contacts work out 
where we are employed. 


oo S&S. TYSON 

AND COMPANY, Ine. 

CLASS & INDUSTRIAL 
ADVERTISING 


Member A. A. A, A. 
TYSON-RUMRILL ASSOCIATED 


tl Chestnut St., Rochester, N. Y. 
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SPACE BUYER'S GUIDE 


A Classified Advertising Section for Industrial, Trade & Class Publications 


Baking 


BAKERS’ HELPER 

of Bakery Practice & 

330 8. Wells St., 
Chicago 


The Magazine Management 


ABC ABP 


See advertisement elsewhere this issue, 


BAKERS’ REVIEW 
; ” 42nd St., New York City; Chicago office, 
B. MacDowell. manager 11 8S, La Salle St. 
Established 1898. Filled from cover to cover with 
brief, authoritative articles, everything in a con- 
cise and quickly assimilated form. Complete cov- 
erage—over 30,000—reaching every bakery owner in 
the country at lowest rate in this field, four-tenths 
&@ cent per reader. Maintains laboratory for bak- 
ing tests supervised by chemists and practical baker. 
Published monthly on the first. Forms close ten 
days preceding. Type page 4%4x7. Page rate, 12 
times, $120; half-page, $65; quarter-page, $35. 

mber Controlled Circulation Audit. 


BAKERS’ 
45 W. 45th St., New 


WEEKLY 

York; Chicago office, 360 N. 
Michigan Ave. a. — every Saturday. Subscrip- 
tion $2 a yea Forms close 10 days in advance 
of publication. ” Rates: less than three pages used 
within one year, $150 per page; 52 pages within one 
year, $100 a page. Type page size, 7x10. Member 
Audit Bureau of Circulations and Associated Busi- 
ness Papers, Inc. Largest net paid circulation in 
» lowest advertising rate per thousand paid sub- 
scribers. Operates completely equipped Experimental 
Bakery and Laboratory in New York headquarters 
with staff of full time chemists and expert bakers. 
Inquiries invited regarding industrial requirements 
and marketability of any product; reports submitted 
without obligation to manufacturers or agencies. 


Breweries 


BREWERS JOURNAL—WESTERN BREWER 


(Established 1876), published by H. 8. Rich & 
Co., 431 8, Dearborn St., Chicago, Ill. A monthly 
journal devoted to the brewing, bottling, malting 
and allied industries. Published the fifteenth of each 
month. Page size, 7x10 inches. Rates: One 
Page, one time, $100; 12 times, $70; one-half page, 
one time, $60; 12 times, $40; one-quarter page, one 

me, $35; 12 times, $25; one-eighth page, one 
time, $24; 12 times, $15. Advertising copy should 
be in publishers’ hands ten days prior to publication 
date if proof is desired. Plates can be used if re- 
ceived five days prior to publication date. 


MODERN BREWERY 

Published monthly by Modern Brewery, Inc., 205 B. 
42nd St., New York City. Covers the entire’ brewing 

allied industries. A total monthly circulation 
of over 4500. Publishing date firs each 
month. Type page 7x10. Rates, 12 pages within 
one year, $100; 8 pages total, $114 per page; 
pages, $126 per page, and less than four pages $138 
per page. Advertising copy should be received by 
publishers ten days prior to publication date when 
proof is desired. 


Coal 


THE BLACK DIAMOND 
A bi-weekly journal reaching all branches of the 
coal industry, published continuously for the past 45 
years at Chicago; main office, Manhattan Building; 
bt er offices. Whitehall Bldg., New York; Room 
17, 622 Broadway, Cincinnati. Its vigorous edi- 
torial policy has made it a dominating factor in 
the trade. Size of page, 9x12 inches. Page rate, 
one time, $90; 26 time rate $81; half-page, ng 
time, $48; times, $42; quarter-page, one 
$26; 26 times, Issued every other A wm 
Last forms close Tuesday preceding date of issue. 
Subscription price, $5 per year. 


Dental 


THE JOURNAL OF THE AMERICAN DENTAL 
ASSOCIATION 


212 E. Superior St., Chicago, Ill., is the Official 
Advertising Medium for dental products and has 
the largest paid circulation of any dental publica- 
tion. Total circulation, 36,752. The Journal is 
issued the first of each month. oe close first 
of month prior to publication. ge, 4%x7% 
inches. Yearly rates: One page, Be. 30: half-page, 
$67.15; quarter-page, $42.50; eighth-page, $28.90. 


Farm Implements 


FARM IMPLEMENT NEWS 


431 S. Dearborn St., Chicago. For manufacturers, 
jobbers and dealers interested in implements, trac- 
tors and other farm equipment lines. Issued _bi- 
weekly, Thursday. Closes 7 days preceding. Type 
page 7%xl0%. e-time page rate $120 Mem- 
ber A. B. C. Issues Buyers’ Guide to Farm Imple- 
ments, annual directory. Also the Tractor Field 
Book, issued annually in July. Recognized national 
paper of this field. Established 1882; oldest in the 
field. First publication on nine out of ten lists. 

most of large foreign implement import- 
ers all over the world. 


Grain and Feed 


GRAIN & FEED JOURNALS CONSOLIDATED 
. La Salle St., Chicago. A merger of Grain 
Journal (established 1898); American Ele- 
Grain ade (established 1882); Grain 
(established 1926), and The Price Current- 
Grain Reporter (established 1844). Published_sec- 
ond and fourth Wednesdays of each month. Final 
forms close Saturday preceding publication date. 
Paid circulation exceeds 5,000; total, 6,000. To op- 
erators of grain elevators, feed grinding and mixing 
plants, field seed handling and processing plants. 

ese fields are recognized as the largest users 
complete elevating, conveying and power transmit- 
ting equipment, and all other equipment for the 
handling and processing of grain field seeds and 
for the grinding and mixing of feeds, 


Hotels 


Insurance 


THE NATIONAL UNDERWRITER-ROUGH 
NOTES GROUP 

Including the National Underwriter, weekly, fire and 
casualty; National Underwriter, weekly, life; Insur- 
ance Salesman, monthly, life; Rough Notes, monthly, 
fire and casualty; Insurance Decisions, monthly, in- 
surance law; Casualty Insurer, monthly, casualty 
and surety; The Accident & Health Review, monthly, 
accident and health; The Industrial Salesman, 
monthly, industrial life, health and accident. Total 
circulation, over 70,000, covering home offices and 
agencies in all branches of insurance in entire 
United States. Largest insurance publishing organ- 
ization in the world. Several memberships in A. 
B. C., A. B. P., and National Publishers’ Asso- 
Commission 13-2 to advertising agencies, 
except on insurance advertising. Offices: Chicago, 
Cincinnati, New York, Hartford, Indianapolis, De- 
troit, Des Moines, Atlanta and San Francisco. 


industry, world’s largest utilitr. Annual 


Industrial 
expositions 


expenditure approximately billion dollars. Much of for- 


eign equipment purchased in United States. Monthly 
publication gives advertisers 30-day life. Moderate 
monthly appropriations assure consecutive contact 
with buyers. Reaches executives, managers, com- 
mercial men, superintendents, engineers, plant men, 
chief operators, wire chiefs, linemen. Articles on 
engineering, maint t, commercial 


practices. New modern cover, new typography, 
enamel paper throughout command maximum reader 
interest. Because advertising pages share extraordi- 
nary reader influence, advertising effectively reaches 
those originating or specifying purchases. Adver- 
tising rates and circulation statement on request. 


TELEPHONY 
Published every week on Saturday by Telep 
Publishing Corporation, 608 8. Dearborn 8t., 
cago, telephone Wabash 8604. 
phone industry’ 8 news and articles ond plant, tr 


Liquors and Wines 


BOWNE’S WINES & SPIRITS 
fubtiched monthly by Modern Distillery, Inc., 205 
2nd St., New York City. Covers the entire 
and me industries. Publishing date, tenth 
ee size tes, 12 peawe 
within one a $1 8 ~My Meal, rir | per Di 
4 pages, $126 per page, and less than four pages 
$138 per page. Advertising copy should be received 
by publishers ten days prior to publication date 
when proof is desired. Horace I. Bowne, the editor- 
in-chief, was before prohibition, vice-president, gen- 
eral manager and editor the oldest and largest 
wine and liquor magazine in the United States. Fir 
all advertisers, the publishers issue a weekly news 
and tip service. 


MIDA’S CRITERION 


Published by the Gillette Publishing Co., Daily 

B Chicago. Served the liquor and wine 
thirty-five years prior to Prohibition and 
was the undisputed leader in its field. Mr. Lee W. 
Mida, the son of the original founder, and for many 
years co-publisher with his father, is the present 
editor-in-chief. Assisting him are a number of the 
old contributors, both in this country and abroad. 
Cireulation—Complete coverage of the liquor and 
wine field, including distilleries, wineries, import- 
ers, wholesale liquor and wine dealers, and a select 
list of outstanding retailers. Weekly news service 
to advertisers. Due to the ever-increasing activity 
on the part of the trade rehabilitating plants, buy- 
ing old stocks, equipment. supplies, ete., the pub- 
lishers are furnishing advertisers with a ‘wookly” tip 
service advising of these activities. 


Lumber 


AMERICAN LUMBERMAN 


431 S. Dearborn St., Chicago, Ill. Established 
1873. News of nation ai scope embracing all branches 
of the lumber industry; primarily a principal's 
newspaper particularly edited for men who guide 
destinies of large enterprises. More than 100 paid 
correspondents located in the principal lumber pro- 
ducing and marketing centers supply late happen- 
ings each week. Special features provide merchan- 
dising ideas, legislation at Washington, transporta- 
tion matters, markets and news regarding lumber- 
men and lumber concerns. Agency commission, 
15%, when complete plates are furnished, otherwise 


10% with 2% for cash. We invite inquiries for 
rates and surveys, 
Milk 
MILK PLANT MONTHLY 

327 S. La Salle St., Chicago. Covers fluid milk 
industry. Read by milk plant owners, executives, 
seientific and technical staff, managers, ete. Pub- 

on the 5th. close 15th, preceding 
‘type page size, 7%4x10. Subscription, $2. For- 
eign and Canada, $3. Member A. B. C. Agency 


commission, 15%, when bills are paid in full by 
20th of billing month. One-time page rate, $100; 
half-page, $57; quarter-page, $35. elve Caps: 
page, $85; half-page. $45: quarter-page, $26. 

serts 90% of earned page rate. Topresentatives 
New York and San Francisco, 


Non-Metallic Minerals and Products 


ROCK PRODUCTS 


330 S. Wells St., Chicago. Devoted to the pro- 
duction cement, lime, crushed stone, gypsum, 
phosphate, sand and gravel and other rock products. 
Circulation covers 95% of the tonnage and purchas- 
ing power of industry. Members Cc. and 
A. B. P. Published monthly; 
Forms close 10 days 
Type page, size 7x10. 
page, $130; 
eighth-page, 


issued 25th of month. 
preceding publication date. 
Advertising rates: 13 times, 
$70; quarter-page, $47; 
times, page, $145; half-page, 

80; quarter-page, "ss: eighth-page, $35; one-time 
rates: page, $175; half-page, $95; quarter-page, $65; 
eighth-page, $40. Rates +e covers, preferred posi- 


tions, inserts and color on ~~ a ¥ New_ York 
office, 56 W. 45th St.; Clevela 0., 850 Euclid 
Ave. 

Refrigeration 


ICE AND REFRIGERATION 


435 Waller Ave., Chicago. New York office, 
Singer Bldg. Founded 1891. Published monthly 
by Nickerson & Collins Co. The oldest and largest 
journal devoted to the refrigeration industry. It 
particularly covers the following fields: Ice, 
storage, packing house and allied industries. 
the official organ. of 39 national, sectional 
state trade organizations. It circulates among plant 
owners, plant managers, architects, consulting and 
operating engineers. s close 15th 

preceding date of issue. One-page rate, $110; 
page, $99; six-page, $93.50; 12-page, $82.50. 
based on amount of space used within 12 months. 
Type page, 7%xl0% inches. Circulation sworn, 
net paid, 5,085. Subscription price, $3 per annum. 


520 


Roads and Streets 


ROADS AND STREETS 


has been the leader for years in advertising volume. 
It carries more than double the volume of its nearest 


THE HOTEL MONTHLY 


950 Merchandise Mart, Chicago. Published -_ 
of month. Forms close 1st of month. Type p 
7x10. One time page rate, $125; half-page, Peto: 
po ne Page, $100; half-page, $60. Agency dis- 
5%. Subscription, Leading hotel tech- 
ca journal. Has held the vec an and respect 
of its field for 40 years. Read d kept for . 
ence by most of America’s leading hotel men. 
subscribers represent a eran oe y responsible for 
the spending of a. a ‘.: ion (- 4 yearly. Mem- 
be B. Write for Audit Bu- 
reau of Circulations’ ” etstement, John Willy, Inc., 
publisher 


Industrial 


MANUFACTURERS RECORD 
Baltimore, Md. For 52 years South’s leading in- 
dustrial, construction and business paper. Published 
monthly 5th of each month. Forms close 8 days 
Preceding. Type page, 7x10 inches. Financial and 
special one-time advertisements, $150 a page. 
time page rate, $126; 48-page rate, $96; 
rate, $112. No commissions. Subscription price, 
$2. Distribution, 8,000 copies monthly, of which 
85% are South. ches executives and operative 
officials of South’s important industrial, railroad, 
financial, public utility, engineering and construc- 
tion enterprises, as well as public officials, archi- 
tects, engineers, contractors and others in direct 
charge of the South’s important activities. About 
45,000 items are published annually in the Daily 
Construction Bulletin, which is sent to regular ad- 
vertisers to help them develop Southern business and 
to subscribers, the annual —— oeiee being 
ph, - peed A. B ch offices: New York, 

ca. 


12-page 


competitor. It is the only peeitoeten: completely 
covering the highway construction and maintenance 
market. This = anes 000,000 market is now showing 
the ick The twice-a-week construc- 


tion reports published and to the advertisers 
of Roads and Streets tell the story and show con- 
struction equipment and material = ga 
where this money is being spent. Write for a 
sample copy of these construction reports. Gillette 


Publishing Company, 400 Madison St., Chi- 
cago, Il 
Seed 

SEED WORLD 


325 W. Huron St., Chicago, Ill. Consider the seed 
trade and associate lines, serving more than forty-one 
million customers, farmers and suburbanites. Seed 
World reaches retail, wholesale and mail order seed 
merchants. florists, nurserymen, hardware, drug and 
other dealer trade catering to agricultural and horti- 
cultural requirements. Seed World reader survey 
shows this to be an annual hundred million dollar 
market. For ipstration—funshiaee u- insecticides 
sales per vear alone amount to $7,200,000. Publish- 
ing staff includes agricultural elias graduates with 
U. 8S. Denartment of Agriculture training, and men 
of practical business experience in their respective 
lines. ae every other iday. Forms close 

Type page, 7x10. One-time page 
© snes, $75. Agency commission, 


15%. Subscription price, . Write for sample 
copy, rate card, circulation statement and copy 0° 
survey. Publish le Buyers 


also annually 
Guide and Directory. 


Telephone 


TELEPHONE ENGINEER 
(International Technical Journal.) 185 N. Wabash 


Ave., Chicago. Only monthly serving entire telephone 


and engineering subjects. It is there- 
fore read with interest by everyone in the telephone 
business, including executives, managers, engineers, 
plant men, chief operators, wire chiefs and linemen. 
Bubseription, $3 per year, Type page, 7x10. Circu- 
lation, 5,815, divided : Bell companies, 868; inde- 
pendent companies, 4,947. All regular advertisers 
are entitled to complimentary copy of Telephony's 
Directory, containing complete list of telephone ex- 
changes and buyers of material. Advertising rates, 
;| sample copy and breakdown circulation statement on 


Tractors 


FARM IMPLEMENT NEWS 


431 8S. Dearborn St., Chicago. Established 1882. 
For the trade in farm operating equipment, includ- 
ing implements, hardware, traetors, tractor equip- 
ment, engines, lubricants and motor t oo. 
bi-weekly. Thursday. Closes 10 days preceding 
Type page size, 7Ux10%4. One- time rate, $120. 
Member A. C. The only national paper in the 
general tractor field. Far in the lead on tractor 
equipment advertising. Read by all tractor manu- 
facturers. Has national jobber and distributor cir- 
culation. Dealers circulation covers best tractor ter- 
ony. Also issues Tractor Field Book annual 
uly. 


March 5-8. Fifth Packaging Ex- 
position, Palmer House, Chicago. 


March 11-15. 12th Annual Meeting 
American Society of Bakery Engi- 
neers, Edgewater Beach Hotel, Chi- 
cago. Victor E. Marx, secretary. 


April 8-13. 11th Southern Textile 
Exposition, Greenville, S.C. 


April 22-26. 31st Annual Knitting 
Arts Exposition under auspices Na- 
tional Association of Hosiery Man- 
ufacturers, Commercial Museum, Phil- 
adelphia. 


May 6-8. Master Boiler Makers’ As- 
sociation, Chicago. A. Stiglmeier, 29 
Parkwood St., Albany, N. Y. 


May 20-21. Annual Convention 
Heating, Piping & Air Conditioning 
Contractors National Association, Ho- 
tel Gibson, Cincinnati. 


May 20-23. National Association 
Purchasing Agents and Information 
Show, New York. G. A. Renard, 11 
Park Place, New York. 


June 4-6. National Warm Air 


Heating and Air Conditioning asso- 


ciation at Deshler-Wallich Hotel, 
Columbus, O. Allen W. Williams, 
managing director, 50 Broad St., 
Columbus, O. 


June 24-28. 38th Annual Meeting 
American Society for Testing Mate- 
rials, Book-Cadillac Hotel, Detroit, 
Mich. 


St. Louis Picks 
Greene for Chief 


St. Louis, Mo., Jan. 31.—Nelson 
Greene, advertising and sales mana- 
ger, Watlow Electric Mfg. Company, 
has been elected 
president of the 
Industrial Market- 
ing Council. Serv- 
ing with him will 
be Charles C. 
Tapscott, adver- 
tising manager, 
McQuay - Norris 
Mfg. Company, 
vice-president, 
and Carl B. Die- 
trich, advertising 
manager, Wagner 
Electric Corpora- 
tion, secretary-treasurer. 

The annual banquet and installa- 
tion of new officers will be held on 
Feb. 8. 


Yes, Sir! You’re In Good Company 
When You Belong to the N.I. A. A. 


You have thought about applying for a membership in the N. I. A. A. Every 
industrial advertising man has at some time or other and many have acted. 


But you want to know with whom you'll be chinning industrial marketing prob- 
lems, with whom you'll be associating and rubbing shoulders. 
you: we, too, once demanded to know who's who. 


Don’t blame 


Here they are, selected at random from more than 430 N. I. A. A. chapter mem- 
bers and members-at-large. These men represent industrial companies large 
and small—all driving intensively for bigger profits from improved industrial 
marketing and advertising pactices. Look them over: 


Roger A. Poor, Adv. Mgr. Lamp Div., Hygrade Sylvania Corp., Salem, Mass. 
Edward S. Lawson, Adv. Mgr., The Foxboro Co., Foxboro, Mass. 
Julius S. Holl, Adv. Mgr., Link-Belt Co., Chicago. 

Stuart G. Phillips, Adv. Mgr., Dole Valve Co., Chicago. 

William Heilig, William Powell Co., Cincinnati. 

H. V. Mercer, American Rolling Mill Co., Middletown, Ohio. 
George H. Corey, Cleveland Twist Drill Co., Cleveland. 

J. L. Beltz, Adv. Mgr. Thew Shovel Co.,; Lorain, Ohio. 

A. K. Birch, Ind. Adv. Mgr. Allis-Chalmers Mfg. Co., Milwaukee. 
P. C. Ritchie, Adv. Mgr. Waukesha Motor Co., Waukesha, Wis. 
Allan Brown, Adv. Mgr., Bakelite Corp., New York. 

Charles S. Trott, Adv. Mgr., Parker-Kalon Corp., New York. 

R. C. Byler, Adv. Mgr., SKF Industries, Inc., Philadelphia. 

L. R. Garretson, Leeds & Northrup Co., Philadelphia. 

J. H. Waxman, Westinghouse Elec. & Mfg. Co., Pittsburgh. . 


Cc 
Cc 
R 
0 


H. 


Short, Adv. Mgr., Pittsburgh Plate Glass Co., Pittsburgh. 

B. Dietrich, Adv. Mgr., Wagner Electric Corp., St. Louis. 

E. Sturhahn, Adv. Mgr., Monsanto Chemical Co., St. Louis. 

R. McDonald, Sales Pro. Mgr., American Chain Co., Bridgeport, Conn. 


L. S. Hamaker, Vice-Pres. Berger Mfg. Co., Canton, Ohio. 


CHAPTERS IN: 


Want to be in this good company? Want to share with such men the valuable 
reports, studies, conferences, and other activities of the N. I. A. A.? Want to 
broaden yourself and make faster headway in your profession? Put an end 
to all this procrastination, then, and mail your application to N. I. A. A. head- 
quarters today. The address is just below. 


National Industrial Advertisers Association, Inc. 
537 SOUTH DEARBORN STREET, CHICAGO, ILLINOIS 


*BOSTON CHICAGO NEW YORK PHILADELPHIA ST. LOUIS 
CINCINNATI CLEVELAND MILWAUKEE PITTSBURGH 
*Technical Advertising Association joined N. I. A. A. Jan. 10, 1935. 


THE N.I. A.A. HELPS YOU KNOW YOUR WORK AND WORK YOUR KNOWLEDGE! 
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CLASS & 


INDUSTRIAL MARKETING 


SECTION 


February 2, 1935 


ARCHITECTS NEED 
IMPROVED COPY 


(Continued from Page 6) 
eralize in it. Do not tell the archi- 
tect to “specify”. Do not use trite 
phrases, nor slang. And do not use 
a technical phrase or brand name 
that is in itself entirely unintelligi- 
ble. 


Some Interesting Headlines 


In reading over several advertise- 
ments these headlines have struck 
interest: “Carpet Counsel,” “Pipe 
Prescription,” “Swim In Drinking 
Water,” “Meeting Four Needs With 
One Material,” and “What Is Modern 
Elevator Practice?” 

An advertisement should shout at 
the architect in a gentlemanly man- 
ner, “Look at me!”’, and then in the 
copy give the most important infor- 
mation. 

The copy should be well written, 
meaty and brief, and should not en- 
deavor to give the architect a com- 
plete education in a single insertion. 
Each advertisement can emphasize 
one outstanding quality of the prod- 
uct. 

An architect will go to his cata- 
logs or Sweet’s for more complete 
and technical data. All the adver- 
tisement can hope to do is to create 
interest, to tell the story succinctly, 
and to promote the name and good 
will of the concern. 


Treating Special Requirements 


When an architect plans for cer- 
tain products, the planning is done 
with a particular job in mind and 
for an original scheme. His job re- 
quires different sizes, designs, and 
effects which standardized products 
eannot fulfill. The manufacturer 
might then invite the architect to 
come to it as a “Service Bureau” for 
his information, which can only be 
given personally and for a particu- 
lar job. 

Take furnishings, for example. 
Concerns in this line can set them- 
selves up as service organizations 


CARPET COUNSEL 


Ae 


The Bivelow Weavers 


i 


This series of advertisements invites 
architects to solve their carpeting prob- 
lems at Bigelow-Sanford. The striking 
heading, Carpet Counsel, ties up the 
expression of service with long experi- 
ence in working with leading architects. 
Architects want and need assistance in 
problems such as this. 


where architects can obtain new 
ideas for interiors, and where their 
layouts and sizes will be sketched 
for them. 

Architects sometimes read adver- 
tisements looking for the joker. We 
read that this material is the pana- 
cea for all the ills of construction 
and that material is the “best” and 
the “cheapest”. Advertising copy is 
full of such superlatives as “the best 
material and the best workmanship.” 
Often the architect does not want 
the best. He knows that every ma- 
terial has its limitations, and he 
wants equipment that will most sat- 
isfactorily fit in with his plans. It 
would be absurd and extravagant to 
specify “all lighting fixtures in this 
building are to be the best lighting 
fixtures.” Can you imagine how 
many manufacturers would claim 
that their products should be speci- 
fied? 

A department store knows the next 
day how its advertisement in the 
previous day’s paper has pulled. But 


with architectural advertising it is 


Until editorial keenness in a magazine plows 


through reader apathy, advertising pages 


scatter the seed of business profits on hard 


ground. Shrewd advertisers, recognizing edi- 


torial leadership, made 1934 a banner year 
for Mill & Factory. The plowed field pays! 


MILL& FACTORY 


A CONOVER-MAST PUBLICATION 


205 E. 42nd St., New York City. 


333 N. Michigan Ave., Chicago 


Business Papers 
Start New Year 
Ahead of 1934 


Chicago, Feb. 1.—Industrial and 
trade papers continue to show in- 
ereases in advertising volume to 
about the same degree as they did 
in 1934, according to figures revealed 
today for January issues. 

Fifty-three papers in the industrial 
group carried 674 more pages of ad- 
vertising the first month of 1935 than 
appeared in comparative issues of a 
year ago, a gain of 21.68 per cent. 

The trade group with 15 publica- 
tions reporting showed an increase of 
12.62 per cent over January, 1934, is- 
sues, a gain of 133 pages. 

A loss of one per cent was reported 
by the class group represented by 
seven papers. 


different. Advertising may sell an 
architect on the idea of using a slate 
roof but he has no job on the boards 
of that nature, and it perhaps will 
be some time before he specifies the 
material which he saw advertised 
months ago. 

Once sold, the architect stays sold 
unless, of course, he has trouble with 
the material. The architect is a 
reorder market. 

I know of one instance where an 
architect was completely sold on a 
material because of the expression 
of an idea in an advertisement. It 
was an illustration that showed a 
novel and ideal decoration of a room, 
and, though the manufacturer inti- 
mated that his paint was used or 
could be used, he did not come out 
and say so. The idea of the room 
so impressed the architect that 
when he specified for a room later 
on he used that manufacturer's idea 
and naturally his paint. 


Avoid Negative Advertising 


Too often advertising to archi- 
tects gives negative assertions. Let 
us take for example, a furnace. One 
advertisement says that the furnace 
is constructed so that clinkers will 
not form. We naturally think that 
in other furnaces clinkers do form. 
A second piece of copy states that 
there is no loss of heat up the chim- 
ney, and we are led to believe that 
in other systems there is a loss of 
heat. Soon the architect begins to 
think there is something wrong with 
all furnaces. If you must use nega- 
tive statements, explain wherein the 
construction of your product avoids 
the faults. 

Above all, remember that the ar- 
chitect wants advertising that speaks 
to him in his own words and from 
his own viewpoint As has been said 
so often, “the average architect is 
just a plain human being,” who hap- 
pens to be in a profession that re- 
quires a little more _ sensitiveness 
than ordinary business. He is a 
dreamer, a creator, and a business 
man. To advertise to him success- 
fully, you must first learn to under- 
stand him. 


Selects Western 
The Dumore Company, Racine, 
Wis., manufacturer of electric drills, 
grinders, and fractional H. P. motors, 
has appointed the Western Adver- 
tising Agency, Chicago and Racine, 
to direct its advertising. 


New Sales Manager 


J. A. Worsham has been appointed 
sales manager of the Decatur Pump 
Company, Decatur, Ill. 


Classified 
Advertising 


ADVERTISING REPRESENTATION 
TRADE PAPER PUBLISHERS 


Aggressive young representative 
with well-equipped office, thoroughly 
experienced, covering mid-western 
territory, can handle one additional 
trade publication. Can furnish best 
references regarding integrity and 
sales ability. Box 536, ADVERTISING 
Aceg, Chicago. 


JANUARY ADVERTISING VOLUME FOR 


INDUSTRIAL, 


TRADE AND CLASS PAPERS 


Publications unless otherwise indicated are monthly. 


Pages 
1934 1933 
Industrial Group 
American Architect ...... 11 18 
American Builder & Build- 

Se BOD cécncroacstneces 31 14 
American Machinist (bi-w) 274 168 
Architectural Forum 51 26 
Architectural Record 31 31 
ID 5.634 0 x6 5 0.4 6-650 11 12 
Automotive Industries (w) 68 68 
Bakers’ Helper (bi-w).... 85 88 
Brewers Journal ......... 63 94 
Brick & Clay Record.... 14 12 
Bus Transportation ...... 36 28 
Ceramic Industry ........ 20 17 
Chemical & Metallurgical 

TT eee eee eee 111 94 
0 RE ae aor 45 36 
Confectioners Journal 35 33 
Construction Methods .... 43 37 
OCTET CO CTE Ce 75 64 
Electric Traction ........ 10 9 
Electrical South ......... 18 17 
Electrical West ......... 19 15 
Electrical World (w).... 103 96 
Engineering & Mining 

og. Re SAer ee reee 46 33 
Engineering News-Record 

OP iitnenedawaee «eetieae 76 129 
Factory Management & 

Maintenance ........... 79 60 
Food Industries ......... 47 39 
Heating, Piping & Air Con- 

PD. 0.44 b.ccutad emcee 27 51 
Heating & Ventilating 

SENN oo phase hone ce 21 16 
TRO FPOR Awe (CW). occccee *419 #258 
Machine Design .......... 28 19 
er eee 99 78 
Marine Engineering & 

Shipping Age ......... 25 25 
8 8... eee 73 53 
ae 61 37 
National Petroleum News 

Se, “ash vedsstedee ces ce x109 106 
National Provisioner (w). 94 98 
Oil & Gas Journal (w).... 146 111 
The Paper Industry....... 39 34 
Paper Trade Journal...... $97 79 
POUEES DOOMED co cccccscecs 19 16 
ak Te oy eee eee 51 37 
., eee ee re 94 84 
Power Plant Engineering 61 45 
ECT err 96 87 
Railway Age (w)......... 173 168 


Pages 
1934 1933 
Railway Purchases & 

DE ccvwudeeecanesbee 59 52 
Roads & Streets.......... 43 37 
Rock Pro@ucts ..ccceccecs 80 49 
Southern Power Journal.. 22 16 
Dn Se ted sacedesdean 203 1163 
Westin Week .iscccccccs 101 101 
Waterworks & Sewerage. 17 12 
The Wood-Worker ....... 24 938 

| er ny ee 3782 3108 

Trade Group 
American Druggist ...... 84 83 
American Exporter ...... 291 219 
Automobile Topics (w)... 67 70 


Automobile Trade Journal 67 65 
Boot & Shoe Recorder (w) 104 103 
Building Supply News and 

Home Appliances ...... 12 7 
Commercial Car Journal.. 33 19 
Domestic Engineering ... 53 50 
Farm Implement News... 44 37 
Hardware Age (bi-w).... 78 118 
Jewelers’ Circular — Key- 

SN. csnen kame bOee Cees **70 27 
Pt, ~itetereananeeneeed 175 164 
National Grocers Bulletin. 26 23 
Southern Automotive Jour- 

ore er ee er 40 30 
Southern Hardware ...... 38 34 

0 ee ere eee 1182 1049 

Class Group 

American Funeral Director 46 43 
Dental Survey ........... 73 75 
Hospital Management .... 16 16 
Hotel Monthly .......cc0.% 21 27 
National Underwriter (w). 129 130 
Oral ByMiONe 2.cccccscces 107 97 
Traffic World (w)........ 57 66 

eee ree 449 454 


tIncludes annual number. 

*1935, 5 issues—1934, 4 issues. 

$1935, 4 issues—1934, 5 issues. 

§1935 estimated. 

xJan. 30 issue estimated. 

fIncludes special 16 page insert. 

**Publications merged with Janu- 
ary, 1935, issue. 


Issues New Rate Card 


American Artisan has issued a new 
rate card showing changes in some 
of the cover rates. 


Shaw Promoted 


Ralph M. Shaw, Jr., formerly in 
charge of “The Piper,” bronze organ 
for United States Pipe & Foundry 
Company, Burlington, N. J., has been 
promoted to advertising manager. 


He succeeds Sidney E. Linderman, 
now in charge of the company’s 
sales office in Washingtun, D. C. 


Pittsburgh’s Program 
The advertising activities of the 
Mathews Conveyor Company, Elwood 
City, Pa., will be outlined by W. J. 
Ramsey, advertising manager, before 
the Industrial Advertising Council of 
Pittsburgh on Feb. 7. 


they do it. 


airplanes. 


journal. 


2 West 45th Street 


DIESEL ENGINES 


(A Publication) 
| In Industry - In Transportation - On the Sea - In the Air 


REX W. WADMAN, Publisher 


| HE word DIESEL is on every lip. There 

is a huge national interest in DIESEL 
ENGINES, people want to know what they 
are, what they do, how they do it, why 


A new publication DIESEL ENGINES will 
be published in March to fill this need. A 
publication which will cover the applica- 
tion and use of the Diesel Engine in indus- 
try, in the transportation field, such as in 
railroad locomotives, trucks, buses and 
tractors, etc., in marine service and in 


Written authoritatively, yet understand- 
ingly by men who have grown up with the 
Diesel Industry. DIESEL ENGINES will 
be a business journal but NOT a technical 


First issue out in March—advertising rate 
card now ready—will you write for it? 


DIESEL PUBLICATIONS 


REX W. WADMAN, Publisher 


NEW YORK, N. Y. 
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